E&P  TECHNICAL 


ELP 


Front  pf^tfoom  to  mailroom, 
the  industry  faces  an  alarming 
shortage  of  skilled  workers 


Creating  value 

...for  your  business 

Working  in  partnership  to  understand  your  needs 
Solutions  and  technology 
Focused  implementation  of  total  press  projects 
Lifetime  support 

efficient  and  proven  tower  additions 
expanded  press  enhancement  program 
increased  parts  stock  and  competitive  prices 

Goss... Innovation  for  Business 

-  i.. 

www.gossinternational.com 


GOSS 

INTERNATIONAL 


LETTERS 


LET'S  QUESTION  AUTHORITY 

Good  points  and  an  excellent 
article  [“Asking  Questions,  Well 
After  the  Fact,”  June  9,  p.20].  I 
have  been  wondering  since  this  push  to¬ 
wards  war  began,  whether  anyone  in  the 
press  was  ever  going  to  ask  the  right  ques¬ 
tions.  I  had  read  the  inspectors’  reports  to 
the  United  Nations  and  knew  that  info 
about  the  nuclear  “search”  was  fraudu¬ 
lent,  and  yet  that  story'  took  eight  days  to 
even  hit  my  paper  (on  9th  page).  I  hope 
that  the  media  does  not  let  this  issue  go 
by  the  wayside  without  any  real  answers 
presented  to  the  American  people,  but  I 
get  the  feeling  that  everyone  is  feeling  as 
helpless  as  I. 

SUSAN  CORNWALL 
Puyallup,  WA 

PLEASE  NUHANUUUTS 

I  AGREE  WITH  THE  OUT- 
rage  you  expressed  in 
the  “Ethics  Comer” 
comments  (June  9,  P-  26) 
concerning  White  House 
handout  photos.  Similarly, 
my  comments  to  you  reflect 
my  discontent  with  the 
Bush  administration’s 
actions  regarding  photographic  access  to 
some  events.  One  important  element  of  my 
comments,  which  you  left  out,  was  that  The 
Washington  P^t  does,  as  a  matter  of  poli¬ 
cy,  credit  the  White  House  when  we  pub¬ 
lish  their  photos.  Hence,  w'e  do  tell  OUR 
readers  that  the  photos  come  directly  from 
the  White  House.  Direct  handouts  are 
credited  as  “Eric  Draper/The  White 
House”  and  handouts  that  come  through 


the  wires  services  are  credited  as  “Eric 
Draper/The  White  House  via  Associated 
Press  (or  Reuters  or  Agence  France- 
Presse).” 

MICHEL  DUCILLE 
PICTURE  EDITOR 
The  Washington  Post 

OH.  YUU  MEAN  THAT  WHITE  HUUSE 

1  CAN’T  BELIEVE  THE  MORONIC  SUG- 
GEStions  that  a  photo  credit  of  “Eric 
Draper/  White  House”  should  be 
changed  somehow  to  make  it  absolutely, 
positively,  no-w'e-really-mean-it,  clear 
that  we  really  mean  the  photographer  is 
from  the  White  House,  not  our  newspa¬ 
per  guy  assigned  to  the 
White  House.  Of  course, 
we  might  also  be  so  dumb 
as  to  think  that  the  guy 
lives  in  some  house  that  is 
painted  white.  Maybe  that 
guy  dow-n  our  street  who 
we’ve  seen  with  one  of 
those  throwaway  cameras 
you  buy  at  the  drugstore. 
Sure,  that  must  be  the 
guy. 

BRAD  JENSEN 

Tulsa,  OK 


Correction 

The  June  9  story  “Maximum  Mailroom" 
mistakenly  referred  to  the  New  York  Post 
as  “having  garnered  the  lion’s  share  of  the 
city’s  tabloid  readership.”  In  fact,  the  Daily 
News  sells  116,950  more  weekday  eopies 
than  the  Post’s  circulation  of 620,080,  ac¬ 
cording  to  Audit  Bureau  of  Circulations 
FAS-FAX figures  for  the  six  months  ended 
March  31. 


LETTERS 

E&P  welcomes  letters. 
E-mail  to  letters@  edi- 
torandpublisher.com, 
fax  to  (646)  654-5370,  or 
write  to  “LeWers,”  Editor  & 
Publisher,  770  Broadway, 
New  York,  NY 10003. 
Please  include  name,  title, 
location,  and  e-mail  ad¬ 
dress.  Letters  may  be  edited 
for  all  the  usual  reasons. 
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NEWSPAPERDOM  »  FROM  EDITOR  &  PUBLISHER 


JUNE  13,  1953: 

Fed  up  with  newspaper  reporters 
and  editors  not  getting  it  right, 
the  Chesebrough  Manufacturing 
Company  took  out  a  full-page  ad 


usage  for  the  phrase  “Vaseline 
Petroleum  Jelly.”  noting  that  the 
word  “Vaseline”  is  a  registered 
trademark. 


visit  to  Europe.  Louis  B.  Seltzer, 
editor  of  the  Cleveland  Press. 
said  that  France  and  Israel  are 
two  countries  most  likely  to  expe¬ 
rience  “explosive  situations"  in 


in  E&P  strictly  noting  the  correct  Upon  his  return  from  a  five-week  the  future. 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 

Salvation  for  Web  publishers  could  be  just  j 
around  the  corner,  says  columnist  Steve  Outing,  j 

He  says  new  targeting  technologies  will  boost 
online  ads  (“Stop  the  Presses.”  June  11).  ... 
Deseret  (Utah)  Morning  News  New  Media  Direc¬ 
tor  David  Schneider  faces  some  unusual  chal¬ 
lenges  as  the  paper  completes  its  switch  from 
afternoon  to  morning  delivery.  Read  “5  Questions 
For...”  Schneider  ("Features  &  Columns.”  June 
13). . . .  E.W.  Scripps  predicts  higher  earnings  for 
the  Q2.  thanks  to  an  advertising  surge  (“Head¬ 
lines.”  June  11). ...  Columnist  Charles  Bowen 
visits  a  home  repair  site  with  tons  of  ideas  for 
your  features  pages  (“Digital  How-to.”  June  10). 
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A  straight  line. 


Straight-line  inserting  keeps  package  contents 
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The  success  of 
Web  site  registra¬ 
tion  and  targeted 
advertising  at  Tribune 
Co.,  Belo,  and  else¬ 
where  has  inspired 
other  publishers  to 
follow  their  lead.  But 
building  a  registration 
system  isn’t  an  easy 
matter. 

Tacoda  Systems  of 
New  York  was  expect¬ 
ed  to  announce  today 
a  new  turnkey  audi¬ 
ence  registration 
system  that  can 
be  easily  installed 
at  large  papers  or 
chains.  Tacoda  is 
already  helping  a 
number  of  chains 
monetize  their  audi¬ 
ence  data,  so  building 
a  registration  system 
was  a  lexical  next 
step,  said  CEO  Dave 
Morgan. 

Tacoda’s  registra¬ 
tion  system  has 
already  been  bought 
by  one  large, 
unidentified  media 
chain,  which  will 
begin  installing  it  in 
two  weeks  on  its  print 
and  broadcast  Web 
sites,  Morgan  said. 
The  software  costs 
from  $75,000  to 


termed  the  ‘newspaper  loophole’  that  allows  a  person 
to  purchase  handguns  through  classified  ads  without 
federal  background  checks,”  the  Chronicle  said  in  a 
statement.  “We  have  adjusted  our  policy  to  address 
this  concern.”  A  Chronicle  otficial  told  E^P  the  paper 
received  a  few  complaints  for  a  few  days,  but  the 
protest  soon  died. 

The  Houston  daily  is  just  one  of  several  papers  that 
have  altered  policies  after  being  contacted  by  the  Na¬ 
tional  Campaign  to  Close  the  Newspaper  Gun  Loop¬ 
hole,  which  launched  in  November  2001.  The  group 
struck  its  first  success  when  the  Chicago  Tribune 
agreed  to  stop  taking  ads  for  any  firearms  in  late  2001, 
according  to  John  Johnson,  campaign  coordinator.  “It 
was  a  compelling  letter  they  sent  that  asked  us  to 
.  review  our  policy,”  said  Patty  Wetli,  a 
Tribune  spokesperson.  In  all,  16  state-level 
anti-gun  organizations  have  teamed  with 
the  campaign  to  lobby  local  papers  for 
jk" I  restrictions  on  gun  ads. 

^  In  addition  to  Houston  and  Chicago,  the 

efforts  have  resulted  in  tighter  gun  ad  poli- 
cies  at  The  Philadelphia  Inquirer,  The 
Philadelphia  Daily  News,  The  Denver 
Post,  the  Denver  Rocky  Mountain  News,  the 
Detroit  Free  Press,  The  Detroit  News,  Sandusky  (Ohio) 
Register,  and  the  Telegraph  Herald  in  Dubuque,  Iowa. 

Based  in  Cedar  Rapids,  Iowa,  the  National  Cam¬ 
paign  is  not  looking  for  an  outright  ban  of  gun  ads,  but 
rather  the  elimination  of  classified  ads  from  unli- 
censed  sellers,  according  to  Johnson. 
■ '  contends  that  unlicensed  sellers 

^  j  pose  a  greater  threat  to  public  safety 

■'  j  I  because  they  are  not  required  to  con- 
■<  I •  background  checks  on  buyers.  “I 

[ i  think  we  make  a  very  compelling  argu- 
f  //  ment,”  he  said,  “about  why  newspajjers 


Happiness  no  longer  a  warm  gun,  as 
The  ‘Houston  Chronicle’  and  others 
restrict  dangerous  classifieds 


BY  JOE  STRUPP 

The  Houston  Chronicle  is  the  latest  in  a 
string  of  major  newspapers  to  restrict  or  elimi¬ 
nate  gun  advertising,  at  the  request  of  an  Iowa- 
based  non-profit  organization  seeking  to  cut  down 
the  number  of  weapons  sold  by  unlicensed  dealers. 
The  Hearst  Corp.-owned  Chronicle  has  announced  it 
would  stop  accepting  such  classified  handgun  ads. 

“Groups  have  petitioned  newspapers  in  — , 

the  past  to  close  what  has  been 

•  "'b  ^  i 
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A  number  of  newspapers  had 
already  banned  gun  ads  in  recent 
years,  with  most  either  respond¬ 
ing  to  pressure  from  readers  or 
deciding  that  gun  ads  hurt  their 
image.  “We  don’t  want  to  be  a 
party  to  anyone  getting  an  illegal 
handgun,”  said  Rita  Parrott,  clas¬ 
sified  advertising  manager  at  The 
Gainesville  (Fl.)  Sun,  which  has 
banned  classified  ads  from  unli¬ 
censed  dealers  for  at  least  a 
decade.  The  Seattle  Times 
stopped  all  gun  ads  20  years  ago, 
according  to  spokeswoman 
lin,  who  said  “it  is 


should  not  allow  the  unlicensed 
sales  —  because  they  can’t  pre¬ 
vent  them  from  going  to  crimi¬ 
nals.” 

The  group’s  low-key  tactics  are 
far  from  the  picket  lines,  threat¬ 
ened  boycotts  or  pressure  on  ad¬ 
vertisers  that  some  utilize  in 
battles  against  newspapers.  Dave 
Smith,  president  of  Texans  For 
Gun  Safety;  said  his  initial  con¬ 
tact  with  the  Houston  Chronicle's 
previous  classified  advertising  di¬ 
rector  did  not  result  in  changes, 
so  he  contacted  the  paper  again 
earlier  this  year  after  a  new  direc¬ 
tor  took  over.  “She  was  more 
open,”  he  said  of  Laura  Hampton, 
the  paper’s  current  classified  ad 
chief.  “She  said  they  would 
review  it  and  they  changed  it.” 

As  the  movement  continues,  Johnson  said  the 
campaign  would  focus  on  newspapers  with  tradition¬ 
ally  progressive  editorial  viewpoints  in  metropolitan 
areas,  but  declined  to  name  any  sjiecific  papers. 


$250,000,  plus  ongo¬ 
ing  support  fees.  The 
McClatchy  Co.’s  Nan¬ 
do  Media  is  also  sell¬ 
ing  a  registration 
solution,  as  are  some 
e-commerce  vendors. 

—  CARL  SULLIVAN 


No  Gun  Play 


Arizona  Daily  Star  (Tucson)  Guns 

Los  Angeles  Times  Handguns 

or  assault  weapons 
La  Opinion  (Los  Angeles)  Firearms 

San  Bernardino  County  Sun  (Calif.)  Handguns 
The  Gainesville  Sun  (Fla.)  Handguns 

and  assault  weapons  by  private  party 
Chicago  Sun-Times  Handguns  and  ammunition 
Chicago  Tribune  Handguns  and  ammunition 
The  Daily  Journal  (Kankakee,  III.)  Handguns 
The  Boston  Globe  Handguns,  automatic  weapons. 

ammunition 

Adirondack  Daily  Enterprise  (Saranac  Lake,  NY) 

Firearms 

The  Knoxville  News-Sentinel  (Tenn.)  Handguns 
Seattle  Post-Intelligencer  Handguns 

The  Seattle  Times  Handguns,  assault  rifles 
Charleston  Newspapers  Private  party  handguns 

Based  on  information  provided  by  the  newspapers.  Other 
papers  probably  ban  gun  ads.  but  did  not  notify  EU>. 
Source;  2003  £4P  International  Year  Book 


The  U.S.  Justice 
Department  has 
officially  begun  its 
investigation  into  the 
potential  break-up  of 
the  joint  operating 
agreement  (JOA)  be¬ 
tween  the  Seattle 
Post-Intelligencer  and 
The  Seattle  Tintes,  the 
P-l  reports.  The 
agency,  which  ap¬ 
proved  the  original 
agreement  between 
the  two  papers  in 
1983,  could  stop  or 
delay  the  dissolution 
of  the  JOA,  which  is 
being  sought  by  Times 
owner  Frank  Blethen. 
—  JOE  STRUPP 


Kerry  Coughli 
simply  good  public  policy” 

When  Arizona  Daily  Star 
in  Tucson  decided  not  to  take 
classified  ads  from  unlicensed 
gun  dealers  in  early  2000,  the 
policy  shift  prompted  many  angry  reactions,  includ¬ 
ing  400  cancelled  subscriptions,  according  to  Edi¬ 
tor/Publisher  Jane  Amari.  “It  was  open  season  on  the 
Arizona  Daily  Star,”  she  said  of  the  response.  11 


Prose  and  cons 


BY  MARK 
FITZGERALD 

CHICAGO 


YOU  BE  THE 
publisher. 

The  warden  at 
the  maximum-security 
prison  in  your  small 
town  won’t  permit  in¬ 
mates  to  read  your 
weekly,  fearing  these 
hard-core  offenders 
will  use  details  from  the 
community  news  to 
intimidate  guards  and 
other  workers.  A  pris¬ 
oner  challenges  the  ban, 
which  is  overturned  by 
a  judge.  The  guards’ 
union,  the  village  coun¬ 
cil  and  even  the  school 
board  plead  with  you 
not  to  allow  inmate 
subscriptions,  while  a 
prisoner  threatens  a 
lawsuit  if  you  don’t  let 
him  get  the  paper. 


A  Los  Altos,  Calif., 
inventor  has 
withdrawn  a  patent  in¬ 
fringement  lawsuit 
against  a  dozen  small 
newspapers,  but  said 
newspapers  haven't 
heard  the  last  of  him. 

Paul  C.  Heckel  said 
he  plans  to  refile 
claims  against  papers 
that  allegedly  violate 
his  inventions  once  his 
company,  Quickview 
Systems,  which  owns 
the  patent,  returns  to 
good  standing. 

Heckel  alleged  in 
the  suit,  filed  in  Janu¬ 
ary,  that  the  papers' 
Web  sites  infringed 


The  Wisconsin  prison  houses  some  of  the  most  dangerous 
inmates  in  the  state.  Left,  Dial  Publisher  John  Ingebritsen. 

the  communities  which 
it  serves,  Morris  News¬ 
paper  Corporation  of 
Wisconsin...will  not  be 
selling  subscriptions  to 
inmates  at  the  maxi¬ 
mum  security  prison 
that  is  in  the  newspa¬ 
pers’  readership  area.’” 

Ingebritsen  said  the 
weekly  never  solicited 
inmate  subscriptions, 
but  it  does  cover  the 
Wisconsin  Secure 


to  inmates  at  the  Wis¬ 
consin  Secure  Program 
Facility,  formerly 
known  as  the  “Super¬ 
max”  prison. 

“We  didn’t  do  this  be¬ 
cause  we  felt  pressure,” 
Ingebritsen  said,  “but 
we  did  this  because  we 
listened  to  what  the 
community  and  com¬ 
munity  leaders  said.  So 
we  have  a  policy  that 
says:  ‘For  the  safety'  of 


What  do  you  do? 

That’s  exactly  the  sit¬ 
uation  the  5,700-circu¬ 
lation  Boscobel  (Wise.) 
Dial  faced.  Publisher 
John  Ingebritsen  ulti¬ 
mately  reached  the  con¬ 
clusion  that  the  weekly 
would  not  be  available 
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patents  covering  his 
technologies  that  al¬ 
low  Web  sites  to  dis¬ 
play  an  abstract  of  a 
story  with  a  link  to  the 
full  story.  A  few  papers 
named  in  the  suit  have 
since  settled. 

For  the  most  part, 
Heckel  has  avoided 
targeting  papers 
owned  by  big  chains. 
“I’m  basically  a  light¬ 
weight  fighter,"  Heckel 
said.  As  it  turned  out, 
though,  one  of  the 
papers  named  in  the 
suit,  the  Shawano 
(Wis.)  Leader,  is  half- 
owned  by  Lee  Enter¬ 
prises  Inc.  Lee’s 
corporate  counsel 
Greg  Schermer  said  a 
patent  law  firm  hired 
by  Lee  concluded 
Meckel’s  claim  was 
unfounded. 

—  LUCIA  MOSES 

LIBERTY'S  IPO 


Liberty  Group 
Publishing  Inc. 
has  scrubbed  its 
nearly  year-long  effort 
to  launch  a  $225- 
million  initial  public 
offering  (IPO).  Liberty 
announced  it  was  in¬ 
definitely  postponing 
the  IPO  in  a  confer¬ 
ence  call  with  ana¬ 
lysts  last  month. 
‘Upon  advice  of  our 
investment  bankers, 
market  conditions 
are  not  optimal  for  a 
small  market  capital¬ 
ization  IPO  at 
present,"  Kenneth  L. 
Serota,  chairman, 
CEO  and  president  of 
Liberty,  said,  accord¬ 
ing  to  a  transcript  of 
the  call  filed  with 
the  Securities  and  Ex¬ 
change  Commission. 
—  MARK  FITZGERALD 


Program  Facility,  which 
is  a  major  village  em¬ 
ployer. 

The  prison’s  Web  site 
says  the  complex  holds 
“the  most  violent  and 
difficult-to-manage  in¬ 
mates  under  Depart¬ 
ment  of  Corrections 
supervision.” 

The  Dial  was  appar¬ 
ently  the  only  general- 
interest  newspaper 
affected  by  a  ban  War¬ 
den  Gerald  Berge  im¬ 
posed  shortly  after  the 


prison  opened  in  1999; 
prisoners  were  allowed 
to  subscribe  to  any  oth¬ 
er  newspaper.  Because 
none  of  the  prisoners 
are  from  Boscobel, 
Berge  has  said  their 
only  interest  in  getting 
the  paper  is  gleaning 
personal  information  to 
use  against  guards  and 
other  residents. 

But  last  month,  Dane 
County  Judge  Michael 
Nowakowski,  ruling  on 
a  challenge  by  inmate 


Bryce  Garrett,  said  the 
policy  was  unconstitu¬ 
tional. 

In  a  handwritten  let¬ 
ter  to  the  paper,  Garrett, 
prisoner  number 
078526,  said  the  Dial 
had  “no  choice”  but  to 
accept  his  subscription, 
and  that  if  it  did  not,  he 
would  “rumble  in  the 
court”  with  a  lawsuit 
charging  “discrimina¬ 
tion,  access-association 
to  freedom  of  the  press, 
denials  of  equal 


protections  of  the  law, 
etc.” 

For  all  the  furor  in 
Boscobel,  newspapers  in 
other  towns  with  prisons 
have  encountered  no 
similar  controversies  or 
problems  from  prisoner 
access  to  the  hometown 
paper,  said  Wisconsin 
Newspaper  Association 
Executive  Director 
Sandra  George:  “It 
doesn’t  seem  to  have 
tripped  anybody  else’s 
trigger.”  !1 


Markets  come  to  their  census 


Forty-nine  small  towns  suddenly 
discover  they  have  MSA  appeal 

BY  LUCIA  MOSES 

Bill  Clinton  may  have  put  his  child¬ 
hood  home  of  Hot  Springs,  Ark.,  on  the 
map,  but  growth  in  its  retail  sector  and  re¬ 
tirement  community  are  what  really  contributed  to 
its  expansion  over  the  past  decade.  The  area  w'as 
just  named  one  of  49 
new  Metropolitan  Sta¬ 
tistical  Areas  (MSAs),  a 
federal  government 
designation  that  has 
implications  for  public 
spending  —  and  news¬ 
papers. 

Walter  E.  Hussman 
Jr.,  publisher  of  The 
Sentinel-Record  there, 
hopes  the  designation 
will  nudge  advertisers 
to  take  a  second  look  at 
the  area.  “It  gives  us 


Expanding  civic/convention  center  puts  “hot"  in  Hot  Springs 


higher  visibility  on  the  part  of  people  planning 
schedules,”  he  said. 

Hussman  is  one  of  several  small-towm  publishers 
who  are  mulling  over  what  it  means  to  serve  a  mar¬ 
ket  that’s  now  one  of  370  MSAs.  “Smart  marketers 
will  take  advantage  of  the  opportunity  to  fine-tune 
or  exploit  their  image,”  said  Gar>'  Kromer,  director 
of  research  at  the  Fort  Worth  Star-Telegram,  who 
has  studied  the  changes. 

“It  makes  it  easier  to  make  the  case  that  this  is  its 
own  distinct  market,”  said  John  Graham,  president 
of  the  Newspaper  Association  of  America’s  Re¬ 
search  Federation  and  manager  of  marketing  serv¬ 
ices  for  the  Arlington,  Ill.,  Daily  Herald. 
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Having  an  MSA  designation  doesn’t  guarantee 
that  new'  ad  dollars  will  flow'  through  the  door,  but 
it  will  help  “bring  a  market  somew'hat  into  the  spot¬ 
light,”  said  Owen  E.  Landon  III,  executive  vice  pres¬ 
ident  of  Landon  Media  Group,  Inc.  While  most 
national  marketers  don’t  buy  ads  according  to  MSA 
rank,  a  paper’s  ability  to  attract  regional  retailers 
may  improve,  he  said. 

The  MSA  changes  aren’t  likely  to  significantly 
impact  Valassis’  market  list  as  its  advertising  cus¬ 
tomers  tend  to  select  markets  according  to  scanner 
data  and  TV  markets, 
said  Tamara  Oliverio, 
spokeswoman  for  the 
newspaper  insert  and 
coupon  giant. 

Buff  Leavy,  presi¬ 
dent  and  editor  of  The 
Brunswick  News  in 
Georgia,  hopes  the 
new  MSA  designation 
in  his  coastal  market 
w-ill  spur  new  business 
and  industrv'  growth. 

“We’re  certainly  go¬ 
ing  to  play  it  up  to 
ever)'  advertiser  we  can,”  said  Larrv'  Jock,  publisher 
of  The  Daily  Times  in  Salisburv',  Md.,  which  has  be¬ 
come  a  destination  for  former  Washington,  D.C., 
and  Baltimore  residents. 

The  federal  Office  of  Management  and  Budget, 
which  updates  MSAs  everv'  10  years,  also  revised  its 
definitions  of  existing  MSAs,  changes  that  could 
impact  the  markets’  local  perception,  and  lead  mar¬ 
keters  there  to  rethink  how'  they  position  their  pa¬ 
pers,  Kromer  said.  In  the  early  1990s,  for  example, 
Tarrant  County  was  the  Star-Telegram's  main  focus. 
But  the  enlargement  of  Fort  Worth’s  MSA  in  1993 
led  the  paper  to  identify  circulation  and  advertising 
opportunities  outside  Tarrant,  he  said.  (1 
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INI  GLADSTONK/SAN  FRANCISCO  CIIRONI 


Nine  years  after 
banning  the  use 
of  American  Indian 
team  nicknames  in 
its  sports  pages, 
the  Star-Tribune 
of  Minneapolis  has 
reversed  the  rule, 
claiming  that  such 
a  ban  can  be  akin 
to  editorializing, 
while  also  causing 
inaccuracy  in  its 
reporting.  In  a 
column  published 
June  8,  editor 
Anders  Gyllenhaal 
said  the  reversal 
was  not  meant  to 
ignore  those  who 
find  Indian  nick¬ 
names  offensive, 
but  rather  to  better 
report  on  teams 
who  use  them. 

“If  a  newspaper 
bans  the  common 
phrases  that  offend 
one  group  of  readers, 
how  does  it  respond 
when  others  take 
issue  with  words 
in  the  news?”  wrote 
Gyllenhaal,  who  was 
not  at  the  paper 
when  the  ban  took 
effect  in  1994. 

Debate  over  the  issue 
continued  for  years 
among  the  newspa¬ 
per’s  staff.  He  added. 
“The  priority  should 
be  accuracy,  clarity 
and  straightforward 
reporting." 

But  Gyllenhaal 
stressed  that  editors 
and  reporters  would 
still  be  asked  to  use 
such  nicknames  with 
sensitivity  and  avoid 
the  “slang  and 
cartoonish  cliches 
the  names  tend  to 
attract.” 

—  JOE  STRUPP 


Raising  herb 
Caen?  Food 
intern  Laura 
Gallarde,  in 
the  rooftop 
garden  and 
testing  a 
recipe  in  the 
paper’s  new 


An  herb  grows  in  San  Fran 


Food  Editor  Miriam  Morgan. 

Innovative  food  journalism  is  nothing  new  for  the 
newspaper.  “We’ve  alwav-s  been  at  the  forefront,”  said 
Bauer,  asserting  that  the  Chronicle  was  the  first 
American  daily  to  publish  separate  food  and  wine  sec¬ 
tions  (on  Wednesday  and  Thursday,  respectively)  and 
the  department’s  policy  of  testing  all  recipes  before 
printing  them.  Publishing  a  recipe  that  hasn’t  been 
tested  is  like  not  checking  out  all  your  news  sources, 
observed  Bauer.  “It’s  even  worse,”  he  added,  “because 
readers  are  spending  monev’  to  cook  that  recipe.” 

In  addition,  a  number  of  hard-edged  food  and  wine 
stories  have  run  on  the  Chronicle’s  Al  page  and 
elsewhere  in  the  regular  news  section,  said  Morgan. 
“We  have  to  stop  looking  at  food  as  Just  recipes  and 
something  fiivolous,”  said  Bauer. 

Food  writer  Severson  won  a  local  award  for  her  sto¬ 
ries  on  partially  hydrogenated  vegetable  oil,  or  “trans 
fat,”  an  ingredient  in  40%  of  the  food  sold  in  groceiy 
stores,  which  isn’t  listed  on  nutrition  labels  despite 
being  linked  to  heart  disease.  Investigative  reporting 
tells  people  what  they’re  really  eating  and  informs 
them  of  possible  health  risks,  Severson  noted.  “I’m  a 
big  cheeseburger  and  files  kind  of  girl,”  she  said,  “but 
I  like  to  know  where  that  burger’s  coming  from.” 

The  new  building  shows  “a  huge  commitment”  by 
Chronicle  Publisher/ President  Steve  Falk  and 
T  Executive  Vice  President/Editor  Phil  Bronstein 
to  the  food  and  wine  sections,  said  Bauer.  The 
San  Francisco  Bay  area  audience  cares  deeply 
about  food,  so  the  paper’s  support  “makes 
sense,”  he  added. 

Bronstein  and  others  from  the  main  news¬ 
room  are  often  invited  to  join  the  “Food  and 
Wine”  staff  for  Thursday  afternoon  test  meals. 
Management’s  attitude  is  that  “the  food  section 
is  really  good,  so  let’s  bring  it  to  the  next  level,” 
Bauer  said.  “The  goal  is  that  well  be  able  to  raise 
our  circulation  through  the  food  section.”  11 


BY  RAPE  BARTHOLOMEW 


X  running  newspapers,  and  it  s  tough 
for  them  to  see  the  value  of  food  stories,” 
said  Kim  Severson,  a  writer  for  the  Sun  Francisco 
Chronicle.  It  can  be  hard  for  a  food  section  to  improve 
its  status  within  the  newsroom,  but  those  in  charge  of 
the  Chronicle  appear  to  have  seen  the  light. 

The  l6-person  “Food  and  Wine”  staff  moved  into  a 
three-story  converted  warehouse,  located  directly 
behind  the  Chronicle’s  main  offices,  during  the  first 
week  of  May.  It  is  the  paper’s  only  department  that 
has  its  own  building,  which  is  equipped  with  a 
20,000-bottle  capacity  wine  cellar,  a  state-of-the-art 
test  kitchen  —  and  a  rooftop  herb  garden.  The  recent¬ 
ly  planted  garden  hosts  a  variety  of  herbs,  including 
five  different  kinds  of  basil,  six  kinds  of  mint  and  a 
rare  Kaffir  lime  plant,  native  to  Southeast  Asia. 

Staffers  are  responsible  for  watering  the  plants. 
“Basically,  it’s  our  own  effort,”  said  Executive  Food 
and  Wine  Editor  Michael  Bauer.  “Everyone  on  staff 
has  a  certain  day  where  they  have  to  go  up  to  the  roof” 
The  garden  allows  the  “Food  and  Wine”  section  to 
supply  its  own  herbs  for  test  recipes.  With  no  good 
markets  within  walking  distance,  the  paper’s  herb 
autonomy  could  save  a  lot  of  time  and  money,  said 
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WASHINGTON 

Steve  Dunphy 

Steve  Dunphy  has  been  named  associate 
editor  of  The  Seattle  Times,  promoted  from 
business  writer.  In  1993,  Dunphy  began 
writing  his  “Newsletter”  business  column; 
in  addition,  Dunphy  writes  an  “Economic 
Memo”  and  “Times  Watch,”  and  does  eco¬ 
nomic  reporting.  Dunphy  worked  at  The 
Kansas  City  Star  from  I960  to  1967,  when  he  came  to  the 
Times.  He  was  a  reporter  at  the  newspaper  and  served  two  tours 
as  Times  business  editor,  from  1977  to  1981  and  1983  to  1993. 
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Community  Newspaper  Holdings,  Inc. 

has  sold 


Big  Spring  (TX)  Herald 
Borger  (TX)  News-Herald 
Sweetwater  (TX)  Reporter 
Plymouth  (IN)  Pilot  News 
Punxsutawney  (PA)  Spirit 


Ridgway  (PA)  Record 
St.  Marys  (PA)  Daily  Press 
Kane  (PA)  Republican 
Poteau  (OK)  Daily  News 
Guymon  (OK  Daily  Herald 


with  total  daily  circulation  of  43,000 
and  several  non-daily  publications 

to 


Horizon  Publications 

We  are  pleased  to  have  represented 
Community  Newspaper  Holdings.  Inc.,  in  this  transaction. 


Dirks’,  Van  Essen  &  Murray 


FLORID  A 

Alan  Place  to  general  manager  of  the 
Sumter  County  Times.  Place  previously 
was  the  retail  sales  manager  of  the  Citrus 
County  (Fla.)  Chronicle. 

(i  F  O  R  G  I  A 

Jason  Winders  has  been  named  executive 
editor  of  the  Athens  Banner-Herald.  He 
has  been  news  editor  since  2000. 
Winders  replaces  Cecil  Bentley.  Previously, 
Winders  spent  two  years  as  news  editor 
and  political  reporter  for  the  Daily  Her¬ 
ald  in  Roanoke  Rapids,  N.C. 


OHIO 

Brian  Koeller,  to  news  editor  of  the  North¬ 
west  Signal  in  Napoleon.  Koeller  joined 
the  paper  as  a  part-time  general  assign¬ 
ment  reporter  in  1994  and  became  a  full¬ 
time  reporter  later  that  year;  he  has  been 
the  newspaper’s  assistant  editor  since 
1998.  He  takes  over  the  duties  of  Jamie  K. 
Kuser,  who  will  remain  as  general  manag¬ 
er  of  the  newspaper  and  vice  president  of 
the  publishing  company,  Napoleon  Inc. 


The  Northwest  Signal  also  has  promoted 
Sally  Heaston  to  advertising  and  marketing 
director,  from  advertising  director. 

VIRGINIA 

Randy  Taylor  to  circulation  manager  of  the 
Northern  Virginia  Daily.  Taylor  joins  the 
Str2isburg-bascd  new'spaper  from  Fort 
WavTie  Newspapers,  a  JOA  in  Fort 
WavTie,  Ind.,  where  he  was  single-copy 
marketing  manager  for  The  Journal- 
Gazette  and  The  News  Sentinel.  Taylor 
previously  worked  in  various  circulation 
[jositions  for  10  years  for  Charleston 
Newspapers,  a  JOA  in  Charleston,  W.Va. 

\\  1  ,S  C  O  N  S  1  N 

Renee  Hencey  has  joined  The  Post-Crescent 
(Appleton)  as  the  newspaper’s  retail  ad¬ 
vertising  manager.  She  has  several  years 
of  prior  newspaper  experience,  including 
the  Gannett  Co. 


MICHIGAN 

Valerie  Rose 

to  publisher  of 
the  Cheboygan 
Daily  Tribune. 
Rose  previously 
was  the  publisher  of  the  Sen¬ 
tinel-Standard  of  Ionia,  Mich. 
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hile  covering  her  Harrison  County 
government  beat,  Beth  Musgrove,  staff  writer  for 
The  Sun  Herald  in  Biloxi,  Miss.,  noticed  signs 
of  critical  staffing  shortages  at  the  Department  of 
Human  Services. 

She  discovered  that  insteod  of  the  22^  social 
workers  and  investigators  it  should  hove,  there 
were  just  six.  Caseworkers  were  struggling  under 
horrendous  loads  of  more  than  100  cases  each. 
Of  576  reports  of  child  abuse  in  the  first  three 
months  of  2002,  only  261  were  investigated. 

Musgrave's  carefully  documented  series  of 
stories  explained  the  problems,  warned  readers 
of  the  likely  consequences  and,  most  impor¬ 
tantly,  prompted  action. 

The  governor  announced  funds  to  add 
positions.  The  state  Legislature  passed  on 
emergency  bill  to  hire  more  workers.  And  more 
changes  are  coming. 

The  determined  effort  of  Tallahassee  Democrat 
reporter  James  Rosica  uncovered  an  equally 
disturbing  problem  in  his  paper's  community  - 


Dogged  Questioning 
DelSKIrililied  Reporting 


justice  was  getting  slower  and  slower  in  Leon 
County,  seat  of  Florida's  capital.  Hundreds  of  felony 
cases  languished  in  local  courts,  well  past  the 
recommended  1 80  days.  Some  defendants  waited 
years  for  their  cases  to  be  tried,  despite  the 
constitutional  guarantee  of  a  speedy  trial. 

Rosica's  yearlong  examination  highlighted 
how  the  crisis  had  put  the  lives  of  the  victims  and 
defendants  on  hold  while  prosecutors  and  public 
defenders  were  burning  out  from  overload,  and 
taxpayers  were  picking  up  the  growing  tab. 

The  Florida  Bar  requested  copies  of  the 
series.  To  reduce  delays,  the  chief  judge  has 
changed  the  way  hearings  are  scheduled. 
And  the  Democrat  is  continuing  to  press  ' 
editorially  for  even  more  changes. 

All  of  us  at  Knight  Ridder  applaud  the  solid 
reporting  and  relentless  efforts  of  Beth  Musgrove 
and  James  Rosica.  And  we  congratulate  The  Sun 
Herald  and  Tallahassee  Democrat  on  these  two 
powerful  series  that  made  a  difference  in  the 
communities  they  serve,  improving  the  lives  of 
those  involved. 

Knight  Ridder.  What  a  difference  a  newspaper 
can  make. 

Information  for  Life 


>  The  Ptitlodelphfo  Inquirer 
»  Detroit  Free  Press 

>  The  Miorai  Herald 

>  Son  jose  Mercury  News 

>  The  Konsos  City  Star 

>  The  Charlotte  Observer 

>  Fort  Worth  Stor-Teleqrom 

>  St.  Pout  Ptorreer  Press 

>  Contra  Costa  Newspapers 

>  Philodelphto  Daily  News 
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Lexirtgtor  (Ky  )  Heraid-Leipder 
The  (Columbio,  S  C.}  State 
el  Nuevo  Herald  (Miaini) 

The  Wfchila  (Kan  )  Ec^ie 
The  Mocon  (Ga.)  Teiegraph 
Belleville  (III.)  N^s-Democrot 
(Wilkes^rre.  Po.)  Times  Leoder 
Duluth  (Minn  )  News  Tribune 
Cokimbus  (Go.)  Ledger-Enquirer 
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The  (Myrtle  Beach,  S.C.)  Sun  News 
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>  Bro(fonton  (Flo.)  Herold 
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>  Grand  Forks  (N  D  )  Herald 

>  (State  College,  Pa.)  Centre  Daily  Times 

*  Aberdeen  (S  D.)  Anwicon  News 

*  The  Olathe  (Kon.)  News 
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EDITORIAL 


A  deal  struck  by  ‘The  Cincinnati  Enquirer’  and  Chiquita 
culminates  in  the  destruction  of  two  reporters’  notes 


For  newspapers,  a  journal- 
ist’s  notes  have  always  been 
something  more  than  just  the 
raw  material  of  news.  When 
those  notes  are  demanded  by  law 
enforcement  or  angiy  story  subjects, 
newspapers  go  to  great  lengths  to  protect 
them.  A  few  reporters,  with  their  papers’ 
support,  have  even  gone  to  jail  rather 
than  obey  court  orders  to  surrender  notes. 

Yet,  on  or  around  Sunday,  June  29,  The 
Cincinnati  Enquirer  will  destroy  all  the 
notes  two  of  its  reporters  compiled  during 
a  year-long  investigation 
that  became  the  infamous 
18-page  report  published 
May  13, 1998  about  the 
business  practices  of 
Chiquita  Brand  Interna¬ 
tional  Inc.,  the  local 
banana  company  then 
owned  by  Cincinnati 
t\'coon  Carl  Lindner. 

The  destruction  of 
journalists’  notes  after  five  years  is  the 
final  obligation  the  Enquirer  undertook 
in  its  craven  1998  settlement  to  avoid 
further  legal  problems  from  Chiquita.  The 
Enquirer  and  its  parent  Gannett  Co.  were 
running  from  a  big  problem:  Some  of  the 
many  serious  allegations  made  against 
Chiquita  in  the  stories  were  supported  by 
voice  mail  messages  illegally  obtained  by 
the  newspaper’s  star  (and  since  fn  ed) 
investigative  reporter,  Michael  Gallagher. 

This  was  supposed  to  be  a  secret  agree¬ 
ment,  and  the  Enquirers  brand-new 
publisher,  Margaret  E.  Buchanan,  appar¬ 
ently  doesn’t  want  to  talk  about  it.  She  ig¬ 
nored  our  messages  asking  for  comment. 
But  tw'o  years  ago,  EdP  Washington 


Editor  Todd  Shields  got  hold  of  a  copy 
and  revealed  just  how'  much  the  Enquirer 
had  ceded  to  mollify  Chiquita  and  Carl 
Lindner.  The  banana  company  received 
not  only  a  $14  million  pa\Tnent  from  the 
Enquirer,  but  a  guarantee  that  the  new's- 
paper  w'ould  forbid  certain  journalists 
then  on  staff  from  ever  again  investigat¬ 
ing  Chiquita  or  the  Lindner  family’s 
many  Cincinnati  businesses. 

So  all  that’s  left  is  the  issue  of  how' 
the  notes  and  other  material  are  to  be 
destroyed.  The  agreement  —  so  lawyerly 
precise  in  eveiy  other 
clause  —  leaves  the 
method  of  destruction  up 
to  the  newspaper.  It  is  a 
choice  freighted  with  so 
much  semiotic  resonance. 
There’s  always  the 
shredder,  of  course.  But 
Enquirer  e.\ecutives  may 
want  to  avoid  the  image 
of  corporate  suits  in  a 
panic,  w'heeling  all  those  carts  of  print¬ 
outs  through  the  halls  of  Enron,  into  a 
room  with  the  constant  churn. 

Perhaps  the  Enquirer  could  take  a 
page  from  the  Nixon  White  House. 
Executives  could  deep-six  the  so-called 
“Series  Material”  in  the  Ohio  River,  and 
watch  as  the  Portage  Professional  Re¬ 
porter’s  Notebooks  float  for  a  w  hile,  then 
slowly  sink  like  mad  Ophelia  in  “Hamlet.” 

But  the  Enquirer  has  shown  such  a 
blindness  to  the  bigger  journalistic  issues 
at  stake  in  the  Chiquita  affair  that  we 
think  only  a  “Fahrenheit  451”  end  will 
suffice.  The  notes  should  burn  —  and  the 
Enquirer  should  be  forced  to  live  with  the 
consequent  stench.  11 


All  that’s  left  to 
consider  is  the 
issue  of  how  the 
notes  and  other 
material  are  to 
be  disposed  of. 
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WE  GIVE  YOU  MORE 
THAN  JUST  INSURANCE  OUOTES. 
WE  LIVE  WHERE  YOU  LI VE. ' 


■i 

r 


When  you  need  insights  or  information  on  financial  serxices.  you'll  find  the  people  at  State  Farm 
a  great  source.  With  over  16,500  professionals  helping  over  28  million  households  across  North  Amenca, 
we  can  give  you  a  rather  unique  perspective  on  financial  ser\ices.  And  yes,  you  can  quote  us  on  that. 


LIKE  A  GOOD  NEIGHBOR 


STATE  FARM  IS  THERE; 


Providing  Insurance  and  Financial  Services 


atatfjarm.com 

Mofc-  farm  •  Htme  illimus 


Pressroom  operators  and  managers 
from  six  states  around  the  country, 
and  representatives  from  Goss 
International  and  Bowater  Inc.,  join 
seminar  trainers  from  Goss 
International  and  Bob  Ray  & 
Associates  at  West  Virginia  University 
Institute  of  Technology  for  training 
and  classroom  instruction. 


Operations  execs  BY  jim  rosenberg 


and  educators 
examine  chronic 
shortage  of  qualified 
pressroom  personnel 


IN  THE  NINE  YEARS  SINCE  TWO  PRODUCTION  EXECU- 

tives  lamented  the  “practically  nil  availability  of 
knowledgeable  press  people”  and  “an  acute  shortage  of 
qualified  press  foremen,”  the  pool  of  pressroom  and 
packaging  center  talent  still  seems  shallow.  “Unfortunately, 
it  hasn’t  changed  much,”  says  Gannett  Manufacturing 
Director  Gary  Hughes.  “If  anything,  it  may  have  gotten 
worse,”  with  pressroom  and  mailroom  managers  “probably 
the  two  most  difficult  positions  to  fill.” 
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Similar  assessments  come  from  all  sorts  of  sites.  “Finding  qualified  pressmen 
is  extremely  difficult,”  says  Teny  Duck,  operations  director  at  the  Las  Vegas 
Rei'ieu'-Joiimal,  where  his  plant  also  prints  the  jointly  operated  Las  Vegas  Sun. 
“It’s  alwa\'s  a  tight  market  for  qualified  press  operators,”  sax's  Chicago  Tribune 
Senior  Vice  President  and  General  Manager  Richard  Malone  (former  group 
\ice  president  for  operations  at  parent  Tribune  Publishing  Co.).  “We’ve  had 
great  difficult'  finding  people  with  a  number  of  years’  e.xperience,”  sax's  Garx' 
Blakeley,  operations  xice  president  at  The  Gazette,  Colorado  Springs,  Colo., 
adding  that  the  mailroom  is  ex  en  more  in  need  of  capable  personnel. 

And  no  one  limits  the  lack  to  equipment  operators.  Tom  Steck,  the  Tribune's 
pnxfuction  maintenance  manager,  complains  that  “it’s  been  verx'  tough  finding 
experienced  help.” 

Not  everx'  nexxspaper  faces  this  issue.  Ray  Maly,  production  director  for 
The  Times-Picayune,  sax’s  he  has  “not  experienced  it  personally"  in  Nexx’ 
Orleans.  “We  haven’t  had  that  big  a  turnover  here,”  he  adds. 


_ 

But  many  see  a  problem  that  has  persist¬ 
ed  since  the  early  1990s.  And  depending  on 
skills  available  in  the  local  labor  market  and 
the  age  of  a  newspaper’s  equipment,  the 
difficulty  may  be  augmented  by  quality 
expectations  and  technical  demands.  Some 
situations  may  call  for  more  experience  and 
technical  know-how  from  a  pool  of  fewer 
people. 

“The  newspaper  industry  has  to  promote 
itself  as  an  industry'  in  need  of  these  peo¬ 
ple,”  says  consultant  Sam  Wagner  of  Web 
Offset  Services,  Sarasota,  Fla.  Ideally,  he 
would  like  to  see  it  viewed  as  an  “industry' 
in  transition”  where  the  pressroom  is  no 
longer  just  a  noisy,  dirty  workplace. 

The  transition  began  at  least  a  generation 
ago:  Moving  from  letterpress  to  offset 
lithography  in  the  1970s  meant  learning 
a  new  process  and  new  press  technology'. 

Good  post-press 
workers  getting 
harder  to  find 

IN  AN  INDUSTRY  SYNONYMOUS  WITH  ITS 
biggest  and  costliest  machine,  it’s  not 
surprising  that  the  printing  press  still 
gets  the  most  attention  when  production 
workers  are  in  short  supply. 

But  the  importance  of  the  mailroom  — 
its  machinery,  software,  and  the  amount 
of  revenue  for  which  it  is  responsible  — 
has  increased  over  the  past  20  years. 

Today,  packaging  centers,  as  they  are 
called,  have  grown  in  size,  volume,  and 
sophistication  —  even  though  many  of 
them  remain  the  department  hiring  the 
greatest  number  of  least-skilled  workers. 

Many  post-press  operations’  demands 
are  such  that  in  some  areas,  a  shortage  of 
skilled  workers  is  “actually  a  worse  problem 
than  in  the  pressroom,”  says  one  executive. 

The  Gazette,  in  Colorado  Springs,  Colo., 
has  spent  months  searching  for  a  lead  in¬ 
serter  operator  and  a  second-shift  packag¬ 
ing  department  manager.  So  far,  says 
Operations  Vice  President  Gary  Blakeley, 
“We  have  been  fairly  unsuccessful.” 

Speaking  about  an  environment  where 
the  numbers  of  products  and  their  physical 
characteristics  are  always  changing,  plac¬ 
ing  different  demands  on  staff  and  systems, 
Blakeley  says,  “I  still  believe  that  packaging 
is  a  much  more  complex  operation.” 

Not  unlike  other  departments,  as  the 


new  quality  concerns,  and  waste  issues. 

At  the  Chicago  Tribune,  it  required  the 
services  of  an  outside  trainer.  But  offset 
wasn’t  unknown  then,  at  least  not  to  papers 
running  Goss  singlewide  and  Harris  press¬ 
es.  Still,  the  big  old  letterpress  shops  often 
were  noisy  and  dirty'  —  backshops  or  base¬ 
ments  w'ith  sticky  floors  and  an  inky'  mist. 

Young  and  old 

The  more  recent  transition,  however,  is 
not  from  one  printing  process  to  another, 
but  rather  in  the  technology'  and  design 
changes  in  newspaper  web  offset  presses. 
Probably  most  significant  has  been  the  shift 
from  mechanical  to  computer  press  con¬ 
trols  —  “a  huge  hurdle  for  the  typical 
pressman  to  get  over,”  says  Wagner, 


equipment  and  its  controls  became  more 
complex  and  more  automated,  some  mail- 
room  jobs  were  lost.  Those  that  remained 
often  required  greater  technical  skill  to 
properly  maintain  the  machines,  and 
greater  operating  skill  to  exploit  new'  sys¬ 
tems’  capabilities.  Efforts  to  find  and  train 
the  right  people  didn’t  always  keep  pace. 

“We  don’t  spend  enough  time  focused  on 
that  right  now,”  says  Blakeley,  citing  the  at¬ 
tention  to  the  pressroom.  Upper  manage¬ 
ment  at  his  97,791-circulation  (114,450 
Sunday)  Freedom  Communications  daily 
has  asked  him  to  focus  on  it,  but  he  says 
he’s  unaware  of  a  comparable  level  of 
concern  elsewhere. 

The  Gazette  likely  will  become  a  GMA 
beta  site  for  training  —  not  only  for  the 
equipment,  but  also  for  management,  ac- 


a  former  press  operator  w'bo  went  on  to 
work  as  a  technician  and  trainer  at  former 
pressmaker  Harris  Corp. 

While  the  process  remains  fundamentally 
the  same  for  operators,  Gannett’s  Hughes 
say's,  what  has  greatly  changed  is  “the  way 
they  go  about  that  process.”  Whereas  a  new 
press  won't  run  w'ithout  a  programmed  web 
path,  an  older  press  will,  once  it’s  w-ebbed 
from  reel  to  folder.  Changes  in  required  skill 
sets  over  the  past  10  years  have  had  a  paral¬ 
lel  effect  on  the  maintenance  side.  Until  re¬ 
cent  years,  say's  Hughes,  a  go<xl  mechanical 
maintenance  shop  could  “keep  a  press  run¬ 
ning  through  thick  and  thin.  Today  that 
requires  a  staff  well  trained  in  electronics.” 

Moreover,  increased  capabilities  can  “add 
potential  for  errors,”  he  says.  Overall,  “it’s  a 


cording  to  Blakeley,  who  asks,  “how  do  we 
become  better  leaders  in  the  mailroom?” 

And  where  such  persons  are  employed, 
he  says,  they  are  usually  treated  well  and 
reluctant  to  leave. 

Blakeley  has  been  arranging  for  a  lead 
operator  and  tw'o  mailroom  mechanics  to 
attend  GMA-conducted  training  sessions 
this  month.  He  e.\pects  to  send  another 
three  people  from  packaging  at  the  end 
of  summer,  then  arrange  for  training  a 
packaging  center  manager. 

A  believer  in  machine-specific  training, 
Blakeley  says  that  because  newspapers  too 
often  don’t  pay  for  such  maintenance  and 
operator  training  when  they  purchase  new' 
equipment,  “We  pay  for  it  on  the  back  end, 
because  we  lose  efficiency.” 

—  Jim  Rosenberg 
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A  BOX.  is  like  a  HOUSE. 


or  a  NEWSPAPER  FACILITY. 


At  DARIO  DESIGNS, 


We  think  inside  the 


We  think  outside  the 


We  think,  why  the 


HOUSE. 
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DARIO  DESIGNS  INC. 


Always  thinking... 


Come  in  our  HOUSE, 

where  we  will  display  “IN  HOUSE”  newspaper  facility  design. 


Come  in  our  SHED, 

where  we  will  “SHED”  light  on  our  services  and  capabilities. 


Come  see  the  house  that  DARIO  DESIGNS  built. 
As  a  matter  of  fact,  come  see  all  the  houses!!! 
Come  to  NEXPO,  booths  1165  &  1169. 
www.dariodesians.com 


short  time  you  realize  how  critical  that  is,” 
he  adds,  for  a  new  or  upgraded  press  with 
digital  drives,  controls,  or  inkers. 

But  w'hile  technical  complexity  may 
increase  the  opportunity  for  error,  some 
maintain  that  once  new  systems  are  learned, 
chances  of  error  diminish.  Even  as  quality' 
demands  rise  and  equipment  becomes  more 
sophisticated,  operators’ jobs  have  “gotten 
easier  because  of  the  electronics,”  says  the 
Las  Vegas  Review-JoumaT s  Duck.  Although 
understanding  the  process  remains  a  given, 
computers  can  handle  much  of  what  earlier 
had  been  expected  of  operators.  A  press 
crew.  Duck  says,  needs  to  “understand  the 
concept  and  then  just  work  within  what  the 
computer  will  allow  them  to  do.” 

Wagner  says  new  presses  remove  much  of 
printing’s  “black  art,”  and  adds  that  “a  lot  of 
these  things  now  are  cut  and  dry'.”  He  calls 
the  latest  presses  “manufacturing  machines” 
on  which  manual  adjustment  has  given  way 
to  computer  presetting. 

If  few  experienced  pressroom  people  are 
available  in  many  markets,  at  least  the 
technology’  reduces  the  number  of  operators 
reejuired.  According  to  Wagner,  “Now  you 
can  basically  take  the  cream  of  the  crop.” 

The  same  technology,  however,  had  been 


huge  learning  curve  for  the  individuals,”  one 
that  requires  a  “huge”  amount  of  training. 

But  by  the  mid-’90s,  as  computers  became 
common  in  homes,  Wagner  notes,  personnel 
became  more  comfortable  making  the 
transition  to  a  software-controlled  environ¬ 
ment  —  even  though  the  press-side  or  quiet 
room  console  may  be  different  from  their 
own  personal  computers. 

Still,  he  adds,  that  hasn’t  always  been  true 
of  older,  retiring  pressroom  foremen  or 
superintendents,  who  may  not  have  used 
home  PCs  or  presses  with  PLCs. 

Hughes  says  younger  operators  are 
generally  “not  as  intimidated”  by  computer 
screens  and  mice,  while  older  ones  with  good 
skills  may  cling  to  switches,  wheels,  knobs, 
levers,  and  dials.  For  all  their  knowledge  and 
experience,  “older  press  operators,”  he  adds, 
“aren’t  necessarily  the  ones  who  are  most 
capable  today.” 

Even  where  that  is  true,  however,  two 
things  are  worth  remembering:  The  first  is 
that  there  is  little  incentive  for  a  supervisor 
or  senior  operator  to  learn  new  tricks,  if  he 
or  she  is  close  to  retirement.  But  even  when 
that  is  the  case,  Hughes  points  out,  the 
second  thing  to  keep  in  mind  is  that  during 
an  upgrade  or  new-plant  project,  some  or 


all  of  the  old  presses  still  need  to  run.  So,  to 
assist  in  that  transition,  older  workers  often 
remain  “a  tremendously  needed  asset,”  he 
says.  “We’ve  actually  brought  people  out  of 
retirement”  to  run  older  presses  w'hile 
younger  staffers  are  trained  on  new  equip¬ 
ment,  says  Hughes. 

When  the  Chicago  Tribune  undertook  its 
recent  major  enhancement  to  packaging 
operations,  it  asked  one  accomplished 
project  manager  with  engineering  capabili¬ 
ties  to  come  back  on  a  consulting  basis, 
Malone  says. 

Another  scenario:  senior  people  stay  on 
the  job  longer,  solely  to  groom  their  succes¬ 
sors.  In  some  cases,  it  may  mean  persuading 
and  investing  in  them  to  train  on  new  equip¬ 
ment  that  theyll  oversee  or  ojjerate  only  for  a 
couple  of  years.  Says  one  print  production 
educator,  “Some  of  them  may  be  honored.” 

Chances  of  error  reduced 

At  the  same  time,  Wagner  maintains  that 
typical  newspaper  plants  don’t  have 
technicians  able  to  deal  with  digital  control 
or  drive  systems.  “You  need  almost  a  person 
at  the  programming  level”  —  not  a  program¬ 
mer,  he  says,  but  someone  who  can 
troubleshoot  wth  confidence.  “In  a  verv 
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However,  because  most 
Stephens  sites  still  run  presses 
that  are  about  30  years  old, 
changing  skills  are  not  yet 
an  issue. 

Wagner  suggests  that  sites 
with  fairly  new  but  not  cutting- 
edge  equipment  can  rely  on  one 
key  production  staffer  to  keep  a 
competent  press  crew  within 
sound  operating  parameters. 
With  many  pressrooms  having 
less-skilled  crews  than  in  the 
past,  he  continues,  operations 
of  modest  size  can  depend  on 
that  one  jjerson  possessing 
the  required  knowledge,  rather 
than  trving  to  train  everyone 
to  a  higher  level. 


Lss  Vegas  Review-Journal  Operations  Director  Terry  Duck 


changing  maintenance  requirements,  with 
an  emphasis  on  electronics.  And  while 
mechanical  settings,  for  example,  are  no 
more  difficult  —  perhaps  even  easier  — 

Duck  claims  that  just  having  more  couples 
and  more  color  means  more  work.  While 
printing  may  be  getting  closer  to  asking 
operators  to  “just  babvsit  the  press,”  he 
concludes,  “what  really  makes  that  press  run 
is  proper  maintenance.” 

His  Las  Vegas  pressnx)m  counts  6l 
employees:  41  pressmen  of  various  capabilitv- 
levels  (nine  are  foremen);  13  in  maintenance 
(six  mechanical  and  seven  electrical,  includ¬ 
ing  two  working  supervisors);  four  cu.stodial, 
primarily  for  cleaning  floors,  presses,  etc.; 
and  three  paperhandlers.  They  produce  the 
two  dailies’  average  weekday  circulation  of 
207,178  and  18  other  weekly  new  spaper-re¬ 
lated  jobs  on  two  eight-tower  Goss  Newslin- 
er  presses,  with  shaftless  drives  and  kev  less 
inkers,  and  an  eight-unit  Goss  Communitv'. 

Duck,  who  also  has  consulting  responsibil¬ 
ities  for  parent  Stephens  Media  Group’s  oth¬ 
er  dailies,  says  that  at  smaller  operations, 
“there’s  a  bigger  demand  on  the  people  you 
hire”  for  both  operating  and  maintenance 
skills.  “In  the  smaller  operation,  the  average 
guy  does  have  to  know  more,”  he  says,  and 
when  a  small  site  acquires  new  equipment,  it 
may  require  doing  less  but  knowing  more. 


Training  in-house 

Though  the  industiy  alone 
isn’t  supplying  the  numbers  it 
needs,  identifying  and  training 
existing  employees  remains 
the  common,  even  preferred, 
pressroom  source. 

Like  so  many  other  newspa¬ 
pers  over  the  years,  the  tvpical 
progression  at  The  Orange 
County  (Calif.)  Register  was 
from  mailroom  to  reelroom  to  pressroom. 
Newspapers  often  “don’t  realize  that  the 
best  [workers]  are  the  ones  you  train 
yourself,”  says  Freedom  Communications 
Inc.  Corporate  Affairs  Vice  President 
Richard  A.  Wallace.  But  having  spent  18 
of  his  42  years  with  Freedom  as  general 
manager  of  its  flagship  Register,  in  Santa 
Ana,  W’allace  warns  again.st  allowing  “one 
pressman  to  teach  another,  because  it’s  most¬ 
ly  the  bad  habits  that  get  transferred.” 
Technical  information,  available  from  a 
paper’s  ink,  plate,  and  other  vendors,  is 
the  easv'  part,  he  say's,  in  contrast  with  the 
work  ethic,  which  comes  from  the  worker 
and  the  workplace. 

At  the  Times-Picayune,  Maly  cites  much 
success  with  packaging  department  staffers. 
Wherever  the  source,  he  looks  for  good 
mechanical  skills  and  work  habits  and  the 
desire  to  learn.  His  experience  “training 
from  the  inside”  and  advancing  people  over 
time  has  yielded  “more  success ...  than  in 
bringing  people  in  from  the  outside.”  And 
his  paper  tries  to  immunize  itself  against 
chronic  personnel  problems  by  also 
focusing  on  retaining  the  people  it  trains 
and  promotes  by  striving  to  be  a  good 
place  to  w'ork. 

But  if  newspapers  often  don’t  realize  the 
benefits  of  cultivating  staffers  with  potential. 
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those  in-house  candidates  themselves 
sometimes  “don’t  realize  they  have  the 
talent”  to  manage,  Wallace  says.  From 
supervisor  on  up,  interpersonal  skills  are 
more  important  and  more  difficult  to 
impart  than  technical  information  or  skills 
that  can  be  acquired  or  improved  with 
in-house  training. 

Whether  promoted  or  hired  for  the  job, 
anyone  assigned  to  operate  equipment 
needs  some  in-house  training  to  reach  a 
satisfactory  performance  level,  says  Blake¬ 
ley.  Even  with  the  core  skills  that  a  staffer 
can  carry  over  from  one  site  or  machine 
to  another,  knowing  how  to  run  or  main¬ 
tain  one  piece  of  equipment  won’t  always 


translate  to  another.  Machine-specific 
training  is  a  must. 

The  Vegas  notion 

An  “experiment”  in  the  mid-’90s  led 
the  Review-Jounial  to  advertise  across 
the  country  to  fill  pressroom  positions. 
“Typically,  we  were  ending  up  hiring 
someone  else’s  culls,”  Duck  recalls,  referring 
to  those  eager  to  leave  jobs  elsewhere  for 
other  than  satisfactory  reasons.  Recruiting 
from  vocational-technical  schools  never 
panned  out.  “Since  then,”  he  says,  “we  have 
started  growing  our  own.” 

From  ads  in  the  R-J  and  Sun,  he  ex¬ 
plains,  “we  hire  local.  We  give  them  a 
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mechanical-aptitude  test.”  If  they  pass,  they 
are  entered  in  a  training  program.  Ordinar¬ 
ily,  Duck  says,  “we  don't  have  a  lot  of 
turnover  in  our  supersisoiy'  positions.” 

And  when  there  are  openings,  they  are 
filled  by  staffers  who  are  ready  to  advance. 

Similarly,  the  Chicago  Tribune,  which 
tries  “to  source  from  the  inside”  but  also 
lcK)ks  outside  to  fill  pressrcxsm  posts,  prefers 
to  promote  people  into  supervisory'  roles 
rather  than  hire,  says  Malone.  In  many  cas¬ 
es,  such  staffers  already  have  filled  in 
for  supervisors  on  vacation. 

Because  most  pressroom  change  is 
incremental,  says  Malone,  “we  just  do  some 
add-on  training  for  the  folks  we  have.” 
When  new'  equipment  is  installed,  “it’s 
equally  challenging  to  the  operators  and  the 
maintenance  staff.”  But  because  obsolete  or 
yvom-out  gear  is  usually  replaced,  repairs 
are  few  and  parts  easy  to  come  by. 

Las  Vegas  is  the  only  Stephens  site  yyith  a 
training  program.  Crews  at  its  other  papers 
learn  on  the  job.  Though  not  familiar  yvith 
every'  site.  Duck  say's,  “it’s  been  difficult  to 
find  gcxxl  people  in  some  of  our  operations.” 
Some,  he  adds,  had  success  finding  people 
yy'illing  to  relcxate  from  one  Stephens  paper 
to  fill  an  opening  at  another. 

If  the  attractive  Icx^ale  of  Colorado 
Springs  is  scratching  for  capable  press 
and  inserter  operators,  and  ever-groyying 
Clark  County  can’t  alw'ays  find  suitable 
applicants,  imagine  haying  a  hard  time  fill¬ 
ing  a  management  slot  in  Hayvaii.  Gannett 
has  been  advertising  for  someone  able  to 
handle  a  plant  project,  new  presses,  and  la¬ 
bor  issues  for  “a  large  pressroom  position 
open  now  in  Honolulu,”  says  Hughes.  But 
even  at  that  level,  the  experience  resembles 
Duck’s.  “We've  actually  even  gone  through 
some  headhunters,”  Hughes  says.  “That  yvas 
rare  in  the  past.”  Ads  worked  to  fill  a  pre¬ 
press  opening,  he  say's,  but  “advertising ... 
hasn’t  been  the  most  successful  route.” 

Gannett  usually  promotes  from  within  a 
new  spaper  or  the  company.  Today,  among 
other  things,  “people  are  not  as  eager  to 
relocate,”  Hughes  says,  adding  that  there’s 
no  point  in  pushing  unwilling  people. 

So,  like  everyone  else,  Gannett  still 
follows  a  “grow-your-ow'n”  approach.  Until 
it  ended  in  1994,  USA  Todays  production 
coordinator  program  “was  a  tremendous 
training  ground,”  mostly  for  production- 
management  graduates.  They  kept  the  new 
national  daily  shipshape  in  all  shops  and 
seeded  Gannett  yvith  future  leaders  — 
including  Hughes  himself  and  Mark 
Mikolajczyk,  recently  promoted  to  Gannett 
senior  vice  president  of  operations. 

Gannett  has  no  comparable  program 
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now,  but  “on  a  smaller  scale,”  says  Hughes, 
it  “established  some  regional  [group]  train¬ 
ing”  to  groom  likely  candidates  for  future 
openings  at  higher  levels  (in  addition  to 
some  training  at  individual  newspapers). 
Also,  executives  across  the  country  identify 
potential  future  managers  and  submit  their 
names  to  the  Production  Leadership  Train¬ 
ing  program,  which  aims  to  improve  skills 
among  the  candidates  it  selects. 

Monthly  meetings  at  Gannett  corporate 
provide  a  “snapshot”  of  the  status  of  various 
operations,  including  where  there  are  open¬ 
ings  and  who  may  be  available  to  fill  them. 

Individual  papers,  however,  generally 
recruit  and  train  their  own  personnel.  The 


Chicago  Tribune  found  it  was  spending 
more  time  developing  its  apprenticeship 
program,  according  to  Malone.  Rel>ing  on 
internal  postings,  the  program  screens  ap¬ 
plications.  Applicants  are  interviewed  and 
their  past  jjerformance,  aptitude,  skills,  and 
level  of  interest  in  pursuing  certain  work 
are  evaluated. 

Maintenance  needed 

Apprenticeships  also  are  more  important 
than  ever  on  the  maintenance  side,  where 
“it  has  gotten  a  lot  more  technical,  and  you 
require  a  lot  more  skills  than  in  the  past,” 
says  the  Tribune's  Steck.  As  equipment 
became  technically  more  sophisticated,  the 


paper  hasn’t  needed 
to  fill  some  positions, 
he  sajs,  adding  that  in 
an  uncertain  econo¬ 
my,  jobs  that  are  filled 
tend  to  stay  filled. 

“The  last  three  or  four 
years  we’ve  had  prettv- 
good  stability,”  savs 
Steck.  But  when  the 
trades  are  doing  well, 
“people  have  a 
choice.”  That  may  mean,  for  example,  that 
night  work  seems  a  lot  less  appealing  to  new 
hires  when  good  jobs  turn  up  elsew  here. 

Steck  remembers  a  time  when  newspa¬ 
pers  usually  could  count  on  finding  vendor 
service  technicians  who  had  tired  of  life  on 
the  road.  “It  was  prettv’  easv'  to  get  cx^peri- 
enced  people,”  he  said.  But  that  seemed  to 
end  at  least  10  years  ago:  “Today,  we  just 
don’t  .seem  to  see  that.” 

So  electrical  apprentices  spend  four  days 
a  week  at  work,  and  the  fifth  day  at  a 
technical  school.  “They  have  to  get  a 
two-year  degree,”  savs  Steck,  who  notes 
that  although  an  apprentice  program  e.xists 
for  machini.sts,  “w'e  haven’t  needed  it 
for  a  while.” 

Ixaming  doesn’t  end  with  an  apprentice¬ 
ship.  Pnxluction  and  packaging  changes 
call  for  more  training.  In  the  last  18 
months,  Steck  notes,  the  Tribune  provided 
mechanics  and  electricians  with  more  than 
6,000  hours  of  training  “on  iill  the  new 
equipment  that  we  purchased.”  he  .said, 
most  of  it  in  a  new  packaging  center. 

At  P'roedom,  Wallace  mentions  that  it 
can  be  easier  finding  gocxl  msiintenance 
personnel  who  have  trained  in  other 
industries. 

Steck,  too,  savs  the  Tribune  trains  some 
who  come  from  other  industries.  To  find  or 
attract  maintenance  personnel,  “I  think 
we’ve  done  just  about  evervthing,"  he  savs, 
including  advertising  and  visiting  technical 
schools. 

The  militiiiy  supplies  training  in  elec¬ 
tronic  controls  that  are  similar  to  those  now 
used  in  pressrooms.  The  large  militaiy  pres¬ 
ence  near  Las  Vegas  provides  the  R-J  with  a 
pool  of  retired  personnel  with  the  requisite 
skills,  but  “they,  too,  have  to  pass  a  mechan¬ 
ical-aptitude  test,”  even  though  their  spe- 
cialfy  is  electrical,  according  to  Duck.  P'or 
one  thing,  he  says,  the  test  gives  some 
indication  of  certain  logical  capabilities. 

For  another,  “all  our  electrical  people  do 
mechanical  [work],”  he  savs,  “but  none  of 
our  mechanical  [staff]  does  electrical.” 

Of  course,  the  best  place  to  find  qualified 
newspaper  press  operators,  foremen. 
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Gary  Hughes, 
manufacturing 
director,  Gannett  Co. 
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machinists,  and  electricians  is  a  newspaper, 
but  Malone  says  “you  don’t  see  a  lot  of 
poaching,”  which  he  attributes  to  newspa¬ 
pers’  traditionally  “collegial  relationship.” 
When  relying  on  friendly  relationships  for 
information  or  help  in  an  emergency,  “it’s 
rare  for  that  to  happen,”  he  says. 

“I  don’t  think  there’s  any  deliberate 
poaching,  but  it  may  happen  inadvertently,” 
says  Blakeley.  About  as  close  as  he’s  come 
was  when  a  counterpart  at  an  eastern  news¬ 
paper  was  looking  for  a  mailroom  manager. 
Blakeley  said  he  sought  some  of  those  who 
hadn’t  taken  the  job,  in  hopes  of  finding 
a  suitable  candidate  who  might  prefer 
working  in  Colorado. 


There’s  inadvertent,  and  there’s  indirect. 
Apart  from  looking  within  the  big  Gannett 
organization  itself,  “networking  is  probably 
the  number-one  way  we’ve  been  able  to  find 
and  secure  people,”  says  Hughes.  That 
includes  talking  to  vendors,  whose  widely 
traveled  representatives  get  to  know  many 
people  at  different  newspapers. 

Back  to  schools 

And  the  work  force  in  commercial  print¬ 
ing?  First,  it  may  be  limited  to  looking  at 
web  offset  lithography  —  not  sheetfed  or 
gravure  presses,  possibly  not  even  heatset 
offset  (with  its  extra  equipment  and  differ¬ 
ent  inks  and  paper  stocks),  or  narrow-w'eb 


and  package-printing  flexo  operations 
(with  equipment  and  consumables  differ¬ 
ent  from  those  found  in  new'spaper  fle.xog- 
raphy).  Second,  it  depends  on  the  number 
of  shops  in  a  market,  according  to  Hughes. 

Gannett  probably  knows  more  than  any 
other  new^spaper  group  about  commercial 
work.  It  has  an  entire  division  dedicated  to 
the  business,  not  merely  the  non-newspa¬ 
per  “semi-commercial”  work  that  some 
publishers  manage  to  profitably  occupy 
their  presses’  otherwise  idle  hours. 

With  the  similarity  of  the  commercial 
plants’  equipment  (and  many  of  their  prod¬ 
ucts)  to  that  in  newspaper  pressrooms, 
“there’s  been  some  relocation  of  people 
from  Gannett  Offset  facilities  to  newspa¬ 
pers,  and  the  other  way  around,”  Hughes 
says,  pointing  to  the  similarity  of  skills  sets 
(Gannett  doesn’t  run  heatset).  Still,  he  says, 
the  fact  remains  that  the  commercial  side 
also  sometimes  struggles  to  secure  talent. 

“We  certainly  talk  to  the  schools,”  says 
Hughes,  noting  that  four  or  five  universities 
have  especially  well-known  graphic  arts 
programs. 

Gannett  looks  to  the  four-year  schools  for 
future  managers,  who  while  students  must 
first  move  through  internships  and  mentor¬ 
ing  programs  that  bring  on-the-job 
experience  and,  eventually,  e.xposure  to 
many  areas.  “It’s  difficult  to  gain  the  respect 
of  the  people  you’re  managing  if  you’re  not 
capable  of  understanding  exactly  what  their 
job  fimctions  are,”  says  Hughes. 

Though  he  hasn’t  hired  such  graduates. 
Duck  sees  training  in  evervthing  from  print 
theorv-  to  press  operation  and  maintenance 
as  “a  good  vehicle”  for  moving  qualified 
people  into  the  industiy. 

The  Tribune  has  three  or  four  graduates 
of  the  Rochester  Institute  of  Technology 
(RIT),  including  Malone,  who  says  another 
three  or  four  work  elsewhere  in  Tribune  Co. 
They  and  employees  from  other  schools 
“tend  to  have  a  flatter  learning  curve,”  he 
SUV'S,  but  they  start  not  in  line  production 
jobs  but  in  analysis,  qualitv'  assurance,  and 
support  positions  before  moving  into  super¬ 
vision  and  management.  One  intern  from 
nearby  Northvve.stem  Universitv’  came 
back  as  an  industrial  engineer,  working 
in  the  new'  packaging  operation. 

Prepare  for  the  future 

“We’re  not  educating  students  to  run 
presses,”  says  Harvey  R.  Levenson,  head  of 
California  Polytechnic  State  University’s 
Graphic  Communications  Department. 
Nevertheless,  future  managers  do  learn 
press  operation  and  troubleshooting  at  the 
San  Luis  Obispo  school,  w'hich  recently 


Announces 
THE  KAISER 
MEDIA  INTERNSHIPS 
IN  URBAN  HEALTH  REPORTING 
FOR  2003 

An  internship  program  for  young  minority 
journalists  interested  in  specializing  in  urban 
public  health  reporting 

Ihc  Henry  j.  Kaiser  l  amily  I'ouiulatkui  is  awiin  sponsnrin!.’  'inuiner  internships, 
startint;  June  200L  at  eleven  metropolitan  newspapers  anil  at  tlin-e  loial  television 
stations,  toryoun«  minority  journalists  interested  in  ix'iKirtins;  on  urlxin  puhlie 
health  issues,  lire  interns  are  sideeted  hy  the  new spajH-rs/  1  \'  stations. 

Ihe  tourteen  2003  Kaiser  Meilia  Interns  and  their  host  new  spajvrs/ I  N'  stations  are; 

trill  Ailvvorth  -  TKe  Orfuniij  .'venlinei 

Daffodil  Altai!  -  The  Los  Ange/e.s  Times 

Sam  Bresnahan  -  Tfk'  P/uin  Dealer,  tJev eland 

Jamie  Franeiseo  -  The  Sun  Jose  Meratry  Ne\‘  s 

Kimm  Groshont;  -  The  Mikiattkee  Journal  Senlinel 

Julie  Ishida  -  The  Washington  Post 

Greta  Lorge  -  The  Atlanta  Jourruilyhnstitution 

Kathy  Lutz  -  The  Bo.s[on  Cilohe 

Itasha  Madkour  -  The  Detroit  Free  Pre.s.s 

Ofelia  Maelrid  -  The  Oiegoniun 

Ana  Valdes  -  The  SunSenlinel,  Fort  Lmderdale 

Laticha  Seott  -  KTVI 1-2,  San  I  raneisso-V Oakland 

Lauren  Aeuha  -  KXAIs  r,  Dallas-l  ort  W'orth 

Yunji  de  Nies  -  WAOA-5.  .^lanta 

Ihe  Kaiser  Internship  Pmoram  prov  ides  an  initial  vveek-loiu>  hrielins  on  urlxin  puhlie 
health  issues  and  health  re}Kn  tin<j:  in  Washington,  D.C  '.  Interns  are  then  based  tor  ten 
weeks  at  their  nevvspaper/1  V  station,  typieally  under  the  direetion  ol  the  Health  or 
Metro  I'.ditor/Kt-vvs  Direc  tor,  where  they  ix'jKsrt  on  health  issues.  Hie  prosram  ends 
with  a  3.ilay  meeting  and  site  visits  in  Boston.  Interns  reeeKe  a  12-vveek  sti|n‘iul  and 
travel  ex|H'nses.  Hie  aim  is  to  prov  ide  young  journalists  or  journalism  college  graduates 
with  an  in-ilepth  intmduction  to  and  practical  ex|H'rience  on  the  sjH'ciahst  health  Ivat. 
l  or  more  details,  chei  k  our  wehsite  at  vvwvv.kff.org;  to  apply  lor  the  2004  program, 
e-mail  or  write  to: 

Penny  Duckham 

Lxecutive  Director  of  the  Kaiser  Media  Fellovvshitis  Program 

Kaiser  Family  Foundation 

2400  Sand  Hill  Rixid 

Menlo  Park,  CA  d402S 

kmail:  pduckliamfit^kff.org 

I  hf  Kaiicr  Kmilv  K'uiidarion  i'  an  inJcivrttdrni  health  care  lounJaiiv>n  and  tu'i  altiliaicd  with  Kai*er  Pemiancntf  vvr  Kaiser  Induvine* 
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Newspapers:  print  serving  communication 


without 


Newspaper  publishers,  managers,  journalists,  advertisers  and 
printers  all  apply  our  technology  to  put  content  into  blank  pages. 
We  take  pride  in  the  fact  that  print  promotes  communication 
and  the  spread  of  knowledge,  information  and  entertainment,  s' 
Communication  is  an  essential  part  of  our  daily  lives  -  and 
newspapers  play  a  major  role.  Promoting  print  is  our  mission. 

Now  and  in  the  future. 


Please  visit  the  KB  A  booth  #160  at  NEXPO  2003 


For  further  information  please  contact:  KBA  NofUi  Amwiea  Inc.,  Web  Press  Division 
P.O  Box  12015.  York.  PA  17402-0615.  Tel:  717  505  1150  Fax:  717  505  1161 
£-mai:  GOwerx^kbapa  coni,  Web:  www  kba-northarnenca.com  www  kba-pnnt  de 
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opened  the  Goss  International  Printing 
Laboratory. 

Its  Daily  Mustang  is  likely  the  only 
college  daily  entirely  produced  by  students, 
from  news  gathering  and  ad  sales  through 
printing  and  distribution.  Besides  commer¬ 
cial  printing,  graphic  arts  software  develop¬ 
ment,  and  equipment  manufacturing.  Cal 
Poly  graduates  work  at  big  California 
dailies  and  various  print  sites  for  Gannett 
and  The  Wall  Street  Journal. 

As  for  a  shortage  of  trained  operators, 
Levenson  saj's  “there  are  fewer  trade 
schools  [and]  I  don’t  think  the  union 
schools  are  doing  anything  in  this  area 
these  days.”  As  operators’  numbers 
dwindled,  he  says,  so  did  the  pool  of 
experienced  candidates  to  replace  retiring 
foremen.  As  for  maintenance,  he  points 
to  more  complex  equipment  “requiring 
manufacturer  service.” 

So,  if  grow-your-own  remains  the  indus¬ 
try’s  principal  option,  Levenson  says  that  to 
help  recruit  “good,  competent  technical 
people  who  can  learn  quickly,”  more  tests 
are  now  available  for  determining  candi¬ 
dates  best  suited  for  areas  like  printing. 

But  finding  and  hiring  recruits  is  one 
thing;  training  them  is  another.  American 


and  European 
apprenticeships  range 
from  four  to  sue  years, 
but  compared  with 
training  in  Europe, 
“the  U.S.  stinks,”  says 
consultant  Robert  G. 
Hacker,  who  until 
1998  was  a  professor 
of  newspaper  opera¬ 
tions  at  HIT.  ciling 
it  “a  sad  situation,”  he  says  new'  hires  at  pa¬ 
pers  in  this  country  are  often  left  to  do  little 
more  than  “walk  around  and  watch  what 
the  pressmen  are  doing,”  hoping  “theyll  be 
kind  enough”  to  explain  the  job. 

In  contrast,  the  European  approach 
sounds  more  like  Tribune  training  for 
maintenance  techs:  a  minimum  of  four 
days  per  week  in  the  pressroom  and  atten¬ 
dance  at  school  studying  theory',  learning 
how  the  equipment  and  process  work,  and 
“how  the  pieces  interact  w-ith  one  another,” 
says  Hacker. 

RITs  Print  Media  Schex)!  (yvhich  just 
dedicated  its  Heidelberg  Web  Press  Labt)- 
ratoiy)  once  offered  programs  for  working 
pressmen.  “Attendance  was  so  loyv,”  Hacker 
recalls,  “they  had  to  terminate  it.” 


Not  so  many  years  ago,  according  to 
Hacker,  publishers  yvere  not  always 
prepared  to  pay  for  training,  even  after 
investing  so  much  in  new  printing 
equipment.  But  Jack  W.  Nuckols,  Printing 
Technology  Department  chairman  at  the 
West  Virginia  University'  Institute  of 
Technology’,  doesn’t  see  that  problem. 

When  buying  new  equipment,  he  says, 

“they  generally  invest  in  the  training.” 

In  addition  to  adequately  training  a  new 
generation  of  press  operators,  the  industry 
can  re-train  existing  workers  unfamiliar 
yyith  (or  even  uninterested  in  understand¬ 
ing)  things  like  ink-water  balance  —  yvhere 
an  operator  may  increase  the  ink,  nm  to  the 
folder  to  check  results  before  they've  taken 
effect,  return  and  increase  the  ink  some 
more,  and  readjust  for  over-inking.  “It’s  like 
a  yo-yo,”  Hacker  says.  “Patience  is  a  difficult 
thing  to  teach.” 

But  he  insists  it  is  possible  by  gaining 
operators’  confidence.  “They  will  benefit 
because  life  yyill  become  easier  —  they  yvon’t 
have  to  fight  the  battle  so  hard,”  he  says. 
“They’re  yyilling  to  do  it  because  they  see 
improvements ...  If  you  just  beat  them  up, 
nobody’s  going  to  do  anything.” 

In  this  respect,  Hacker  points  to  the 


Robert  Hacker,  RIT 
professor  emeritus 
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Authority. 


Before  you  write  the  story,  write  the  experts. 


When  you  need  an  authority  on  any  subject,  ProfNet  ^'  from  PR  Newswire  is  your  most  reliable  route 
to  those  in  the  know.  Linking  10,000  news  and  information  officers  in  North  America  and  Europe, 
ProfNet  connects  you  quickly  and  efficiently  to  an  unparalleled  network  of  academic  experts 
and  industry  and  government  sources. 

You  may  query  our  members  directly  via  broadcast  e-mail,  search  our  database  of  8,000  expert 
profiles  or  browse  Leads  and  Round-ups,  our  e-mail  tipsheet.  They're  all  easy  to  use  on  our 

newly  designed  site. 
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on  deadline.  Call  800-PROFNET  today  or  visit  www.prnewswire.com/media. 
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“complete  tum-around”  at  the  formerly 
letterpress  Chicago  Sun-Times,  under  new 
production  chief  Bany  Mechanic.  Hacker 
consulted  and  “coached”  at  the  paper, 
which  he  said  identified  promising 
pressmen  and  “gave  them  an  opportunity 
to  progress  and  grow,”  an  approach  now 
being  extended  to  prepress  imaging. 


Needs  met  in  West  Virginia 

Established  in  the  late  1980s,  West 
Virginia’s  newspaper  program  offers  both 
four-year  management  and  two-year 
operators’  programs.  “I  probably  get  at 
least  two  to  four  inquiries  a  month,  in  some 
cases  a  couple  of  times  a  week”  from  people 
searching  for  production  professionals, 
Nuckols  says.  “It  seems  like  everyone 
is  just  desperate  for  help.” 

Goss  donated  a  Community  press, 
erected  in  1989,  and,  in  the  ’90s,  a  traded- 
in  Community  tower.  The  latter  was  rebuilt 
by  Mountain  States,  rewired  by  Masthead 
International,  supplied  with  blankets 
(through  help  from  The  Cincinnati 
Enquirers  production  vice  president,  David 
E.  Preisser),  plates  and  platemakers  from 
Western  Lithotech,  paper  from  Bowater, 
and  inks  from  US  Ink  and  Flint  Ink.  More 
recently,  Cox  Newspapers  Operations  Vice 
President  Stanley  P.  Richmond  arranged  a 
donation  of  mailroom  equipment.  The  de¬ 
partment  also  has  a  small  flexo  press  and  is 
involved  with  newspapers’  flexo  user  group. 

The  department  is  trying  to  raise  approx¬ 
imately  $4  million  for  a  National  Publish¬ 
ing  Innovation  Center  that  will  encompass 
more  industry  training,  better  student  edu¬ 
cation,  and  applied  research  for  vendors. 

For  now,  industry  training  consisting  of 
four-day,  hands-on  sessions  is  moving  from 
two  to  four  times  a  year  to  satisfy  “a 


Press  Operations  Manager  Fred  White  and  students  with  RIT’s  new  Heidelberg  Sunday  press 


tremendous  need”  for  basic  training,  says 
Nuckols.  Paper  and  ink  companies  also 
send  employees,  and  even  publishers  of 
small  papers  occasionally  attend  to  ensure 
that  their  papers  can  always  be  printed. 
Nuckols  also  would  like  to  establish 
ongoing  training  in  basics  that  would  allow 
young  new  ojjerators  to  “hit  the  ground 
running.” 

To  retain  capable  people,  Nuckols  sug¬ 
gests  that  for  some  publishers,  rather  than 
searching  widely  for  an  experienced  opera¬ 
tor,  “if  you  identify  [someone]  from  your 
local  area  and  send  them  off  for  training, 
you  have  a  better  chance  of  them  staying.” 

From  among  its  students,  the  school  this 
summer  is  sending  four  interns  to  The 
Washington  Post  and  to  E.W.  Scripps 
dailies  in  Memphis,  Tenn.,  Abilene,  Texas, 


and  Henderson,  Ky.  Scripps  Howard 
Supply  President  Sharon  Hite  chairs  the 
school’s  Newspaper  Operations  Advisory 
Committee  —  a  who’s  who  of  industry 
executives. 

Industry  commitment  and  the  work 
of  these  and  other  schools  —  from  the 
best-known  four-year  institutions,  to 
eountless  two-year  technical  and  vocational 
colleges  around  the  country  —  as  well  as 
the  work  of  industry-specific  programs 
(such  as  the  Newspaper  Production  & 
Research  Center  in  Oklahoma  City), 
all  play  a  part  in  keeping  presses  rolling 
and  papers  looking  sharp. 

But  the  challenges  start  outside  the 
pressrooms  and  classrooms.  As  Nuckols 
says,  “It  helps  to  get  students  interested 
early  in  the  newspaper  industry.”  11 
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ASTROLOGY 


LOOKING  FOR  A  CLEAR-HEADED, 

practical  and  philosophical  astrology  column? 
Planet  Waves  by  Eric  Francis,  seven  years 
running,  www.planetwaves.net 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1169 
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NEWSPAPER  APPRAISERS 


FREE  CONFIDENTIAL  APPRAISAL 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.,  (301)  253-5016 
Est.  1959-  thousands  sold  and  appraised 
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BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

GAUGER  MEDIA  SERVICE.  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPERS  FOR  SALE 


NORTH  TEXAS  WEEKLY,  good  demo¬ 
graphics,  gross  with  printing  near  S300K, 
bargain  at  $175K.  Also  others.  Bill  Berger, 
Associated  Texas  Newspapers  (512) 
476-3950.  1801  Exposition,  Austin,  TX 
78703. 

SOUTH  EAST  MICHIGAN  metro/suburban 
weekly  group:  3  papers,  revenue  =  $600K. 
CITY  MAGAZINE  (KS):  well  established, 
beautifully  produced,  revenue  =  $400K. 

Call  (847)  356-7675  for  more  information 
or  visit  www.hebbardmedia.com 

Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 


PUBLICATIONS  FOR  SALE 


ILLINOIS  HOME  IMPROVEMENT 

Magazine:  Wellington,  Florida  weekly; 
Buffalo.  New  York  weekly;  Palm  Beach 
Travel  Magazine;  Tampa  Holistic  Magazine. 
(516)  379-2797 

info@kamengroup.com 


NEWSPAPER  APPRAISERS  NEWSPAPER  APPRAISERS 


Brokers  and  appraisers  for  80  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 


John  Crihb  •  Jim  Hicks 
Tom  Karavakis  •  Gary  Greene 


CRIBB 

&  ASSOCIATES 

Publication  Brokerage  A  Appraisal 


104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 


-EQUIPMENTS  SUPPLIES- 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/CJuipp 
Harris/Heidelberg/Hall 
Stitcher Arimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 

NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  -  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tconn3317@aol.com 


PRESSES 


CURRENTLY  AVAILABLE  FROM  INLAND 

•5-unit  HARRIS  1660  with  double  2:1 
folder,  five  MEG’S  -  price  reduced. 

•  GOSS  METRO  OFFSET  units,  22  3/4 
cut-off, 

•  Like  new  GOSS  UNIVERSAL  70  heatset 
press  (620mm  cut-off). 

•Add-on  1000  series  GOSS  URBANITE 
units. 

•  7-unit  GOSS  SC  press,  clean  and  in 
good  condibon. 

•  &Hjnit  GOSS  COMMUNITY  with  60HP 
drive. 

•  8-unit  WEB  LEADER  with  2  stacked  posi¬ 
tion  units. 

•HARRIS  V15A  &  V15C,  NEWS  KING, 
and  WEB  LEADER  equipment. 

Inland  Newspaper  Machinery  Corp. 
P.O.  Box  15999,  Lenexa,  KS  66285 

(913)  492-9050  •  Fax  (913)  492-6217 
www.inlandnews.com 

DONT  SELL  YOUR  PRESS 
UnbI  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

lA/orldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses' 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C% 

Tel:  (913)  648-2000 
Fax;  (913)  648-7750 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  648461 1  or  fax  (815)  6482856 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PREPAID  Experts" 

Horace  Southward/Eric  Southward 
(800)  950-8475^www.metro-news.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


NEWSPAPER  SUBSCRIPTION  SALES 

Starts  *  Upgrades*  Stop-Savers  Veribcabon 
John  Oman 
(800)  650-7183 
www.Circulabonlll.com 

NEWSPAPER 

TELESALES 

LEVIS 

(800)  884-9511 

Email:  DickLevis@Telespherel.com 
or 

www.Telespherel.com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7786397 

WWW.PROSTARTS.COM 

TARGET  YOUR  HISPANIC  MARKET 

English  newspapers  to  Spanish  speaking 
households.  Untapped  market,  with  excellent 
results.  Contact:  Northwest  Circulation 
Sales,  Inc.  at  800404-6926 

WESTPARK  DIRECT 
Intelligent  Circulation  Marketing 
www.westparkdirect.com 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Grains 

(303)  791-3301  www.fakebrains.com 


ILLUSTRATOR/GR.4PHIC 


“Save  Moneyf  Affordable  made-tCK)rder 
graphics  and  illustrations  at 
www.dailynewsgraphics.com/ep 


PRESSROOM  SERVICF.S 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 
www.pressroomcleaners.com 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


www.editorandpubllsher.cGm 
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ACCOUNTING 


ASSISTANT  CONTROLLER 
Wilmington,  Delaware 

National  publishing  company  is  seeking  an 
assistant  controller  for  a  new  newspaper 
shared  service  center  to  take  an  active  role 
in  developing  and  staffing  their  Accounting 
Department.  Assistant  Controller  will  report 
to  Controller. 

Ongoing  responsibilities  will  include  over¬ 
seeing  the  integrity  of  financial  information 
and  managing  financial  and  statistical  repor¬ 
ting;  payroll  processing  and  payroll  taxes; 
accounts  payable;  budgeting  and  business 
analysis. 

Perform  in-depth  financial  analyses  on  a 
monthly  basis  and  special  projects  as  re¬ 
quested  by  senior  management.  Develop 
ways  to  improve  best  practices  and  stand¬ 
ards  among  the  entities  and  maintain  internal 
control  procedures.  Coordinate  accounting 
issues  internally  with  all  the 
entities  and  with  outside  auditors. 

The  successful  candidate  will  be  a  CPA  with 
at  least  five  years  of  accounting  management 
experience.  Newspaper  publishing 
experience  is  required.  Strong  computer 
and  analytical  skills  are  essential,  as  well  as 
proficiency  with  spreadsheets  and  automated 
accounting  packages  (PeopleSoft.)  Excellent 
interpersonal,  management,  administrative 
and  communication  skills  are 
required.  Shared  service  center  experience 
is  helpful. 

Send  your  resume  with  salary  history  and 
requirements  to  our  accounting  firm  by: 

E-mail:  sdaniels@pscherer.com 
Fax:  (212)  588-2470 


ADMINISTRATIVE 


CHIEF  OPERATING  OFFICER 
Dragonfly  Media  (www.dragonflymedia.com) 
seeks  COO  to  run  independent  media  com¬ 
pany  with  five  monthly  magazines  and  plans 
for  seven  more.  Dragonfly  magazines  serve 
Cultural  Creative  readers  in  Los  Angeles, 
Chicago,  Vancouver,  B.C.,  Seattle  and  San 
Francisco,  covering  alternative  health,  spirit¬ 
uality,  and  the  environment.  COO  reports  to 
CEO  and  Board.  Direct  reports  include  five 
publishers,  controller,  and  multimarket  ad¬ 
vertising  director.  Our  perfect  candidate  will 
have  extensive  management  experience  in 
newspaper/magazine  publishing,  especially 
advertising,  past  P  &  L  responsibility,  deep 
interest  in  the  cultural  creative/lohas  market 
niche,  and  love  to  travel.  Position  location 
somewhat  flexible,  compensation  negotiable 
and  includes  equity  package  for  the 
right  candidate. 

Letter,  resume,  salary  requirements  to: 
laura@dragonf)ymedia.com 


ADVERTISING 


ADVERTISING  DIRECTOR 
Central  Florida  daily  in  growing  market 
seeks  Advertising  Director  with  demonstrat¬ 
ed  experience  in  competitive  environment. 
Apply  to  HR  Director,  The  News  Chief,  P.O. 
Box  1440,  Winter  Haven,  FL  33882,  or  apply 
online  to  publisher@newschief.com. 


-HELP  WANTED- 


ADVERTISING 


ADVERTISING  DIRECTOR 

Are  you  the  best  at  what  you  do?  If  so,  we 
have  an  opportunity  for  you.  The 
award-winning,  high-profile  Selma  (Alabama) 
Times-Journal  needs  an  advertising  director 
who  can  take  sales  to  the  next  level.  Excel¬ 
lent  salary  and  benefits.  Career  growth  op¬ 
portunities  with  a  progressive  company. 
Current  publisher  is  the  former  advertising 
director.  Send  your  resume  to: 

jesse.lindsey@selmatimesjournal.com 
or  CALL:  (334)  875-21 15  Ext.  112. 

advertising"director 

Zone  2  Daily/Weekly  seeks  top  performer 
to  manage  motivate,  and  lead  our  advertising 
staff.  If  you  are  currently  a  retail  or 
classified  manager  and  are  seeking  ad¬ 
vancement  send  your  resume  to: 

dfritz@journalregister.com 

CLASSIFIED  MANAGER 
Looking  for  an  opportunity  to  shape  your 
own  sales  department?  The  Daily-News,  a 
Lee  Enterprises  newspaper,  located  in 
beautiful  SW  Washington,  has  an  immediate 
opening  on  our  management  team  for  an 
experienced  professional  to  inspire  and 
lead  our  sales  team. 

If  you're  loaded  with  sales  ideas,  we  want 
to  talk  to  you.  In  addition  to  your  resume 
and  references,  include  a  cover  letter  high¬ 
lighting  your  successes  and  send  it  to: 

The  Daily  News,  P.O.  Box  189,  Longview, 
WA  98632.  Or  E-mail:  pyork^dn.com 

COME  LIVE  IN  SUNNY  FLORIDA! 

The  Florida  Times-Union,  in  sunny  Jackson¬ 
ville,  Florida  along  the  majestic  St.  Johns 
river  and  warm  beaches,  is  searching  for  a 
dynamic  Classified  Outside  Sales  Manager. 
This  manager  will  work  with  a 
tremendously,  successful  outside  sales 
team  in  the  continued  building  of  the  real 
estate  category  of  business.  The  right  indi¬ 
vidual  must  have  excellent  communication, 
customer  service  and  coaching  skills  to 
complement  advertising  sales  experience. 
The  successful  candidate  will  work  in 
tandem  with  another  Classified  Outside 
Sales  Manager  who  is  responsible  for  auto¬ 
motive.  He/she  will  report  to  the  Classified 
Sales  Manager  and  analyze  real  estate  busi¬ 
ness,  marketing  expenditures  and  profiles 
to  determine  needs.  The  ideal  candidate  will 
possess  a  college  degree  or  equivalent  ex¬ 
perience  in  advertising  or  marketing.  Must 
be  a  team  player  with  proven  ability  to  de¬ 
velop,  train  and  motivate  sales  group.  Previ¬ 
ous  supervisory  and  newspaper  experience 
is  preferred  along  with  a  valid  driver’s  license 
and  current  automobile  insurance. 
Ever  thought  about  moving  to  Florida? 
Here's  your  chance.  If  interested,  please 
send  cover  letter  and  resume  with  salary  re¬ 
quirements  to:  The  Florida  Times-Union, 
Attn:  Employment  Manager,  P.O.  Box  1949, 
Jacksonville,  FL  32231,  Fax  (904) 
3594695  or  E-mail  calexander@jax-tu.com. 

We  are  a  DRUG-FREE  WORKPLACE 
EOE 


ADVERTISING 


The  Baltimore  Sun,  part  of  Tribune 
Company,  one  of  the  country’s  premiere 
media  companies,  is  seeking  an: 

ADVERTISING  NATIONAL  SALES  DIRECTOR 

This  position  will  be  responsible  for  devel¬ 
oping  and  motivating  a  winning  sales  staff 
while  also  building  strategic  partnerships 
with  key  advertisers  that  will  allow  us  to  cre¬ 
ate  new  revenue  streams  and  grow  existing 
accounts. 

In  addition  to  growing  revenue,  this  position 
will  also  be  responsible  for  forecasting  rev¬ 
enue  trends,  monitoring  the  competition, 
building  product  value,  identifying/recruiting 
talented  individuals  to  the  organization  and 
growing  market  revenue  share 

The  qualified  candidate  will  have  a  four-year 
college  degree  (advanced  degree  strongly 
preferred),  and  more  than  five  years  of  ad¬ 
vertising  sales  experience  with  a  proven 
track  record  in  consistent  growth. 

Interested  parties  should  E-mail  their 
resume  and  cover  letter  to: 
Tribune@hiresystems.com 
Please  include  in  the  subject  line: 
TBS/EPM/BE0553 


ART/GRAPHICS 


PRODUCTION  MANAGER/ART  DIRECTOR 

Hands-on  supervisory  responsibilities  in 
large  newspaper  shop.  Must  be  Mac  savvy 
with  pagination,  ad  composition  and 
workflow  expertise  and  a  real  talent  for 
graphic  design.  Successful  management 
and  budgetary  experience  essential.  Great 
career  opportunity  in  one  of  the  most  desir¬ 
able  locations  in  the  U.S.  Resume  and  ex¬ 
pectations  to:  Suffolk  Life  Newspapers. 
P.O.  Box  9167,  Riverhead,  NY  11901  or 
FAX:  (631)  369-5930,  Attn:  IBK 


CIRCULATION 


CIRCULATION 

SALES  AND  MARKETING  MANAGER 
The  Observer-Dispatch,  a  45,0(K)  daily  and 
55,000  Sunday  located  in  central  New 
York,  is  seeking  a  Circulation  Sales  and 
Marketing  Manager.  You  will  be  responsible 
for  increasing  market  penetration  and  meet¬ 
ing  circulation  volume  and  revenue  goals. 

Five  years  of  circulation  and  sales  experience 
as  well  as  sound  people  and  organizational 
skills  required  Marketing  experience 
is  a  plus. 

If  you  want  to  be  part  of  and  grow  within 
America's  largest  newspaper  publisher  in 
the  US,  Gannett,  please  apply  to: 

Observer-Dispatch,  Attn:  Human  Resources 
221  Oriskany  Plaza,  Utica,  NY  13501 
Email:  rprocida@utica.gannett.com 


visit  our  website 
www.editorandpublisher.com 


CIRCULATION 


ASSISTANT  CIRCULATION  DIRECTOR: 
MARKETING 

The  Columbus  Dispatch,  “Ohio’s  Greatest 
Home  Newspaper",  is  seeking  an  experi¬ 
enced  marketing  professional  to  join  our  cir¬ 
culation  management  team.  This  position 
develops  and  administers  circulation  sales 
programs  including  carrier  and  district  man¬ 
ager  incentives,  direct  mail  programs, 
non-subscriber  premium  offers,  apartment 
manager  sales  efforts,  single  copy  oppor 
tunities  and  carrier  sampling  programs. 

Additional  responsibilities  include 
conducting  various  retention  and  verification 
programs  to  determine  effectiveness  of 
sales  programs;  collaborating  with  Corporate 
Marketing  department  to  write,  design 
and  coordinate  in-paper  promotions,  rack 
cards,  carrier  recruitment,  recognition  pro¬ 
grams  and  other  related  programs. 

Will  also  negotiate  with  numerous  suppliers, 
issue  purchase  orders  and  implement  con¬ 
trols  for  on-time  delivery  within  budgeted  aF 
lowances. 

Candidates  must  have  demonstrated  experi¬ 
ence  in  developing  and  administering  cus¬ 
tomer  acquisition  and  retention  programs. 
Experience  in  database  management  as 
well  as  analyzing  and  forecasting  based  on 
the  data  generated  is  required. 

Must  have  previous  supervisory  experience 
and  demonstrated  ability  to  effectively  man¬ 
age  and  motivate  employees.  Our  ideal 
candidate  will  have  5  years  of  experience  in 
sales,  promotion,  public  relations  or  related 
field;  preferably  in  newspaper  circulation. 

We  offer  a  positive  work  environment  with  a 
competitive  compensation  and  benefits 
package  including  401  (k).  health  insurance, 
tuition  assistance,  and  generous  vacation. 

Qualified  candidates  may  submit  a  resume 
by  fax  to  (614)  461-5565,  by  E-mail  to 
10bs@dispatch.com  or  by  mail  to:  Human 
Resources.  34  S.  Third  St.,  Columbus,  OH 
43215. 


PUBLISHER 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 
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-HELP  WANTED- 


CIRCULATION 


CIRCULATION  MANAGER 

Dow  Jones  &  Company,  publishers  of  The 
Wall  Street  Journal  and  Barron’s,  has  an  im¬ 
mediate  need  for  a  Circulation  Manager  in 
the  Houston,  TX  location. 

The  successful  candidate  will  be 
responsible  for  managing  the  distribution 
and  delivery  of  Dow  Jones  publications  in 
the  Texas  market.  Manage  wholesaler  ac¬ 
tivity,  sub<ontractor  carrier  delivery,  budg¬ 
etary  responsibility  and  promote  the  expan¬ 
sion  and  sale  of  our  products  within  a  desig¬ 
nated  market. 

Applicants  must  have  prior  experience  in 
newspaper  distribution,  marketing  or  sales. 
Strong  organizational,  analytical,  planning 
and  managerial  skills  are  required,  along 
with  excellent  oral  and  written  communication 
skills.  PC  proficiency  necessary,  including 
web-based  applications.  College  degree 
desired. 

We  offer  a  competitive  salary,  an  excellent 
benefits  package  and  opportunities  for  ca¬ 
reer  growth.  Qualified  applicants  should 
forward  their  resumes  and  salary  expectation 
in  confidence  to: 

Dow  Jones  &  Company 
Human  Resources:  CA/IM.^7407 
P.O.  Box  300.  Princeton,  NJ  08643 

FAX:  (609)  452-3300 

E-mail:  archer 3@dow]ones.com 
www.dow)ones.com/careers 
Equal  Opportunity  Employer 

REGIONAL  CIRCULATION  DIRECTOR 

South  Valley  Newspapers,  publishing  the 
Gilroy  Dispatch,  Morgan  Hill  Times  and  Hol¬ 
lister  Free  Lance,  located  in  the  Silicone 
Valley  of  California  between  Monterey  and 
the  Bay  area  is  looking  for  a  regional  circu¬ 
lation  director. 

This  position  reports  directly  to  the  Publisher 
and  oversees  three  daily  publications 
with  a  combined  daily  circulation  of  nearly 
12,0(X).  The  successful  candidate  will  have 
progressive  circulation  department  experi¬ 
ence  with  a  small  daily  newspaper,  an  abso¬ 
lute  commitment  to  customer  service,  the 
skills  to  manage  and  motivate  a  team,  ex¬ 
perience  with  TMC  and  non-subscriber  publi¬ 
cations.  and  the  ability  and  drive  to  actively 
sell  newspapers. 

A  competitive  salary  and  benefits  package 
IS  offered.  This  is  a  great  opportunity  for 
experienced  District  Manager  to  run  his/her 
own  operation.  For  confidential  considera¬ 
tion,  please  send  resume  and 
compensation  history  to:  Mike  Belles. 
Pacific  Sierra  Publishing,  P.O.  Box  738, 
Merced.  CA  95341. 

OrE-mail:  belles@pspub.com 


EDITORIAL 


GOODXJBS 
NICE  TOWNS 

See:  www.wickcommunications.com 


EDITORIAL 


ASSISTANT  REGIONAL  EDITOR 
The  Dayton  Daily  News,  a  Cox  newspaper  in 
southwest  Ohio,  seeks  an  assistant  regional 
editor  to  join  our  local  news  staff  to  help 
lead  coverage  for  daily,  weekly  and  online 
editions.  The  ideal  candidate  will  have  local 
news  reporting,  line  editing  and  newsroom 
supervision  experience.  Send  resume  and 
examples  of  your  best  work  to:  Regional 
Editor  Chris  Celek,  Dayton  Daily  News,  45 
S.  Ludlow  St..  Dayton,  OH  46402 


EDITORIAL  WRITER 

The  Post-  Bulletin,  a  46.0(X)  circulation  daily 
in  Rochester.  MN,  is  seeking  an  editorial 
writer.  Rochester  is  home  to  the  Mayo 
Clinic,  a  highly  educated  populace  and  fre¬ 
quent  honors  for  being  a  great  place  to 
live.  Our  editorial  writer  will  work  with  the 
publisher  to  formulate  editorial  positions 
that  generally  would  be  considered  moder¬ 
ate.  The  successful  candidate  will  write  at 
least  four  editorials  a  week,  focusing  often 
on  local  and  regional  issues,  send  resume 
and  work  samples  to:  Lynne  Miller,  Human 
Resources  Director,  The  Post-Bulletin,  P.O. 
Box  61 18,  Rochester,  MN  55903. 


Join  the  award-winning  Des  Moines  Register 
as  an  ASSISTANT  METRO  EDITOR  working 
with  reporters,  leading,  coaching  and 
editing  on  issues  ranging  from  suburban 
trends  and  municipal  growth  to  state  courts 
and  general  assignment  stories.  Emphasis 
will  be  on  brainstorming  and  news 
enterprise  stories. 

Candidates  must  demonstrate  an  ability  to 
generate  and  execute  sharp  and  thoughtful 
story  ideas.  At  least  five  years'  daily  news¬ 
paper  experience  and  previous  editing  ex¬ 
perience  required.  Apply  to:  Diane  Graham, 
managing  editor/staff  development;  715 
Locust  St..  Des  Moines.  lA,  50309.  Phone: 
515-284-8530,  or  send  an  E-mail  to: 
dgraham@dmreg.com 


The  State  JournaFRegister  {58.0(X)  a.m., 
68.0(X)  Sunday)  in  Springfield,  Illinois, 
seeks  a  FEATURES  EDITOR  to  join  our  editing 
team.  We're  looking  for  an  intelligent, 
imaginative  and  driven  leader  to  oversee 
our  11  sections,  including  a  weekly  maga^ 
zine,  judged  in  2002  by  the  Illinois  Press 
Association  to  be  Illinois'  best. 

The  features  editor  guides  a  five-person 
staff  and  several  regular  free-lancers  working 
with  designers  and  photo  staff  to  execute  sto¬ 
ry  ideas.  There  is  a  great  deal  of 
coaching  and  copy  editing  on  a  mixture  of 
serious  topics  and  fun  stories.  Opportunity 
abounds  for  a  candidate  with  energy,  enthu¬ 
siasm  and  dedication  for  this  critical 
newsroom  leadership  position. 

Candidates  should  send  a  letter  of  introduc 
tion,  resume  with  references  and  work  sam¬ 
ples  to:  Robert  Pope,  managing  editor.  The 
State  Journal-Register.  One  Copley  Plaza. 
Springfield.  IL.  62701. 

The  State  JournaFRegister,  a  Copley  News¬ 
paper.  offers  competitive  pay,  exceptional 
benefits  and  is  an  EOE.  Women  and  minori¬ 
ties  are  encouraged  to  apply. 
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KOREA  CORRESPONDENT 

Want  to  be  a  foreign  correspondent?  Can 
you  handle  covering  the  president,  foreign 
intrigue,  spy  planes,  nuclear  submarines, 
aircraft  carriers  and  the  1.37  million  excep¬ 
tional  men  and  women  who  comprise  the 
U.S.  military?  Want  to  report  and  write 
about  exotic  and  fascinating  cultures 
around  Asia? 

Join  Pacific  Stars  and  Stripes,  the  independ¬ 
ent  daily  newspaper  published  for  the  U.S. 
military  overseas,  serving  readers  in  Korea, 
Okinawa,  Japan,  Australia,  the  Philippines, 
Thailand  and  other  place  you'll  find  U.S. 
troops.  You'll  report  on  everyone  from  the 
president  to  five-star  generals  and  admirals, 
to  the  guys  swabbing  the  decks. 

Because  we  staff  10  bureaus  around  the 
Pacific,  this  job  demands  a  self-starter, 
someone  who  is  comfortable  and  happy  to 
work  alone,  who  hits  the  ground  running 
every  day.  By  covering  a  military  ■city,’  your 
beats  will  span  from  cops  to  the 
courthouse,  the  mayor  to  the  public  works 
department.  U.S.  citizenship,  three  years  or 
more  experience  reporting  and  writing  and 
basic  news  photography  skills  are  required. 

Salary  (35,000  to  $45,(X)0)  and  excellent 
beneWs.  HOW  TO  APPLY:  send  resume  by 

June  30th  by  E-mail  to: 
jobspss@stripes.osd.mil 
or  FAX:  011-81-3-3403-5493 

SPORTS  COPY  EDITOR 
The  News  &  Observer  of  Raleigh,  NC.  is  a 
1 70.0(X>daily,  208,000  Sunday  daily  news- 
pape.'  serving  the  Raleigh-Durham^hapel 
Hill  Research  Triangle  of  North  Carolina. 
Our  sports  section  is  a  consistent  APSE 
awarcFwinner  and  a  recent  APSE  Top  Ten 
Sunday  and  Special  Sections  winner.  Two 
to  five  years’  experience  required,  preferably 
in  sports.  Night  and  weekend  work  is  re¬ 
quired.  Familiarity  with  QuarkXPress  and 
Macintosh  preferred.  Strong  word-editing, 
style  and  grammar  skills,  and  confident  and 
creatn/e  headline  writing  an  absolute  must. 
Send  cover  letter,  resume  and  work  samples 
to  Dan  Barkin,  deputy  managing  editor. 
The  News  &  Observer.  215  S.  McDowell 
Street,  Raleigh,  NC  27602. 
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Stars  and  Stripes,  the  daily  independent 
newspaper  published  for  the  U.S.  military 
overseas,  has  openings  for  COPY  EDITORS 
in  our  Washington,  D.C.,  office.  We’re  not 
just  combat  boots  and  guns  -  we  also 
cover  national,  world,  features  and  sports 
news. 

We  want  journalists  with  bright  layouts,  grip¬ 
ping  headlines  and  lots  of  enthusiasm. 
Daily  newspaper  experience  and  a  proven 
record  of  effective  teamwork  are  musts. 

Tell  us  about  yourself  m  a  letter,  and 
E-mail  it  with  a  resume  and  clips  to: 
jobs@stripes.osd.mil 
Stars  and  Stripes  is  an  Equal  Opportunity 
Employer 


MAI^GING  EDITOR:  This  alternative  weekly 
IS  known  and  respected  for  prize-winning 
political  and  investigative  reports,  but  its 
bread  and  butter  is  thoughtful  cultural  jour¬ 
nalism.  This  popular  paper  has  a  small  staff 
and  relies  heavily  on  freelancers,  so  experi¬ 
ence  with  recruiting  and  grooming  freelanc¬ 
ers  will  come  in  handy.  Keep  to  a  budget, 
edit,  write  and  assign  stories,  brainstorm 
cover  design  and  put  out  the  paper  of 
choice  for  Honolulu’s  hip.  smart  crowd.  The 
rewards:  decent  pay,  a  dependable,  loyal, 
humorous  staff  and  boundless  admiration 
from  the  populace.  Send  resume,  clips  to: 
lvc@honoluluweekly.com 


NEWS  EDITOR,  The  Online  NewsHour 
The  Web  site  for  The  NewsHour  with  Jim 
Lehrer  is  looking  for  a  News  Editor  to  direct 
the  flow  of  news  production.  Duties  include 
copyediting  updates  and  original  reports: 
assigning/managing  certain  news  duties  for 
the  office;  working  closely  with  the  Editor 
and  Managing  Editor  to  create  a  consistent 
style.  Some  evening  production  required. 
Candidates  must  have  at  least  two  years  of 
professional  print  or  online  editing,  knowF 
edge  of  MicrosoftWord  and  HTML.  Send 
resume  and  cover  letter  to  Lee  Banville,  Ed¬ 
itor.  Lbanville@newshour.org  or  Fax  (703) 
82D6266.  No  calls  accepted.  EOE 


EDITORIAl.  _  _ EDITORIAL 


MEOIATT 

MANAGEMENT  X  X 
Recruitmenl  Specialists 


Give  Yourself  the  Media  Management  II  Advantage 

Contact  Terry  Knust 
847.963.9300  or  mm2(§>voyager.net 


Classified  Advertising  Call  Hazel  Preuss  at  888-825^9149 _ j 
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www.editorandpublisher.com 


Phone:  1-888-825-9149 


-  CLASSIFIED  ADVERTISING 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  • 


~  Fax :  (646)  654-5312 

HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


HUMAN  RESOURCES 


SAFETY  COORDINATOR 
Coordinate  and  conduct  employee  health 
and  safety  programs  and  environmental 
compliance  including  reporting  and  rec¬ 
ordkeeping  for  this  1000  employee  non-union 
newspaper  publishing  company. 

CSP  preferred,  but  not  required.  OSHA, 
health,  safety  and  other  production  training 
experience  is  important  to  this  position.  Rel¬ 
evant  Human  Resource,  as  well  as  Newspa¬ 
per  Safety  experience  are  a  plus. 

Presentation  skills,  project  management  ex¬ 
pertise  and  strong  technical  writing  ability  a 
must.  Computer  proficiency  important,  with 
background  in  Word  and  Excel  helpful.  The 
individual  selected  will  also  serve  as  a  liaison 
to  various  vendors  and  contract  relationships. 
Enjoy  an  industry-leading  benefits  package 
In  a  progressive,  team  oriented  work  envi¬ 
ronment.  Send  resume  along  with  salary 
history  to:  Box  L594,  The  Times-Picayune, 
3800  Howard  Avenue,  New  Orleans,  LA 
70125. 

An  Equal  Opportunity  Employer-M/F 


PRESSROOM 


PRESS  MAINTENANCE  FOREMAN 

The  Press  Democrat,  a  New  York  Times 
Company  newspaper  in  Santa  Rosa,  Califor¬ 
nia,  has  an  opening  for  Press  Department 
Maintenance  Foreman. 

This  individual  would  report  to  the  Press  De¬ 
partment  Manager  and  direct  and 
participate  in  all  facets  of  production  main¬ 
tenance  and  repair,  including  but  not  limited 
to,  managing  staff  and  work  processes, 
training  and  evaluating,  coordinating  with 
supporting  departments,  preparing  reports, 
ordering  maintenance  materials  and 
supplies,  and  managing  various  pressroom 
projects. 

The  qualified  candidate  should  possess  the 
skills  necessary  to  carry  out  the  responsibil¬ 
ities  listed  above;  have  extensive  mainte¬ 
nance  experience  in  double-wide  offset 
newspaper  presses,  have  strong  mechanical 
and  maintenance  background;  should  be 
computer  literate;  have  excellent  organiza¬ 
tional,  verbal  and  writing  skills;  have  at 
least  three  years  of  pressroom  supervisory 
experience  in  high  quality  deadline  oriented 
environment. 

We  offer  a  competitive  salary  and  an  excel¬ 
lent  benefits  package.  Qualified  applicanfs 
should  forward  a  resume  and  salary  history 
by  FAX  or  E-mail  to: 

Press  Department  Manager 
FAX:  (707)  521-5365 
E-mail:  jmoore@pressdemocrat.com 


PRESSROOM  MANAGER/PRESS  OPERATOR 
Central  Florida  daily  /  commercial  division. 
Press  Manager/Operator  for  Goss  Urbinite 
and  Harris  V-15  press  lines.  Send  resume 
to  Human  Resources,  News  Chief,  P.O.  Box 
1440,  Winter  Haven,  Fla.  33882;  or  by 
E-mail  to:  dwilk@newschief.com 


PRESSROOM 


PRESSROOM  SUPERVISOR 

DFW  Printing  Company  has  a  challenging 
opportunity  for  a  pressroom  supervisor  in 
our  Arlington  facility.  The  selected  individual 
will  be  responsible  for  supervision,  schedu¬ 
ling  and  training  of  press  crews  to  ensure 
optimum  productivity  and  quality. 

Qualified  candidates  must  possess  strong 
operational  and  mechanical  skills,  excellent 
trouble  shooting  skills  and  an  understanding 
of  web  printing  process  for  Goss  Urbanite 
presses.  Prior  management  experience  is 
a  plus.  Two  years  supervisory  experience 
required. 

We  offer  a  competitive  salary  and  excellent 
company  benefits.  For  consideration, 
please  FAX,  E-mail,  or  mail  your  resume  to: 

E-mail:  DFWHR@tdmn.com 
FAX:  (817)  695-0544 
Mail:  Attn:  Human  Resources 
1000  Ave,  H  East,  Arlington,  TX  76011 


Pressroom  Supervisor 

Join  Philadelphia’s  largest 
cold  web  printer  and  earn 

$75,000  Annually 
Performance  Bonus 

Bartash  is  a  7  day,  24  hour  printing 
operation  that  seeks  an  experienced 
pressroom  supervisor  that  has  the 
ability  to  commit  to  tight  deadlines, 
work  under  pressure  while  providing 
excellent  print  quality.  The  supervisor 
has  the  responsibility  to  manage  a 
press  crew  of  20  that  operates  4  press 
lines  Wednesday  through  Saturday 
from  8:00  p.m.  to  8:00  a.m.  The  can¬ 
didate  must  have  experience  with 
on-line  glue  and  trim  books,  multi 
webs  and  extensive  4-color.  Special 
consideration  given  for  experience  on 
Community  and  Tensor  press  units. 
Submit  resume  to: 

Bartash  Printing 
Attention:  Edward  Yucis 
5400  Grays  Avenue 
Philadelphia,  PA  19143 
Phone:  (215)  724-1700 
Fax:  (215)  724-3948 
E-mail:  eyucis@bartash.com 


SUPERVISOR/PRESS  OPERATOR 
Hands  on.  Full  charge  Production  Manager 
with  experience  on  Tensor  or  Goss  or  Harris 
4  Color  to  manage  pressroom.  Good 
leader  -  forceful  and  organized.  Written,  ver¬ 
bal  and  mechanical  skills.  Good  color  per¬ 
ception.  Previous  supervisory  experience. 
Send  resume  with  salary  requirements  to: 

President,  VIP  Advertising,  Inc. 

215  Oser  Avenue,  Hauppauge,  NY  11788 
Or  Fax:  (631)231-0030 
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PRODUCTION/ TECH 

LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 

PRODUCTION  MANAGER 
A  community  daily  in  New  York  State  is  in 
search  of  an  experienced  hands-on 
manager  to  direct  all  phases  of  operations 
to  include  composing,  press,  mailroom  and 
commercial  printing.  We're  looking  for 
someone  who  can  redesign  workflow  pat¬ 
terns,  troubleshoot  systems  network,  man¬ 
age  waste,  improve  quality  and  enhance 
growth  in  commercial  printing.  Beautiful  NY 
location  with  outstanding  growth  potential. 
This  position  offers  a  competitive  compen¬ 
sation  and  benefits  package.  Please  mail 
cover  letter  and  resume  to: 

Box  3390,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


-POSITIONS  WANTED- 


EDITORIAL 


TOP-NOTCH  FEATURE  WRITER/COLUMNIST 
Northwestern  University  Medill  grad  with  30 
years  as  staffer  and  freelancer  for  nation’s 
top  magazines  and  newspapers,  experience 
covering  business,  finance,  and  technology; 
won  three  national  magazine  awards  for 
print  and  Web-based  commentary  in  last 
two  years,  seeking  challenging  niche  as 
capstone  to  career.  D.  Bartholomew: 

(510)486-1745;  E-mail:  bartedit@aol.com 

UPGRADE  NOW:  Web  editor/designer  and 
former  newspaper  editor  at  major  metropol¬ 
itan  daily  will  help  drive  your  on-line  publishing 
objectives.  You  need:  A  manag¬ 
er/supervisor/online  gym  rat  to  juggle  multi¬ 
ple  projects  and  deadlines  with  proven  ex¬ 
perience  in  online  marketing,  communication 
and  content  management  and  budgets. 
I  offer  that  and  plenty  more  at: 

http://home.earthlink.net/-mgauf 


CIASSIFIED  ADVERTISERS: 


If  you  ih)n’t  see  k 


CATEGORY  THAT  FITS  YOUR  NEEDS, 


PLEASE  CALL  US  AT 


888.825.9149 


EDITOR  &  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  S13.80  per  line,  per 
week,  three  line  minimum 
Black  and  white  display  ads 
$149  00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 

EQUIPMENT  &  SUPPLIES 
INDUSTRY  SERVICES 
ANNOUNCEMENTS 

FEATURES  AVAILABLE 

line  rates:  12.45  per  line,  per  week 
three  line  minimum 
Black  and  white  display  ads 
$149.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 
ALL  CATEGORIES 
Red  display  ads:  $60.00  per  week  in 
addition  to  black  and  white  display 
rates.  Frequency  discounts:  For  both 
line  and  display  ads,  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind 
boxes:  $25.00  per  insertion. 

The  identity  of  box  holders  cannot  be 
revealed.  Readers  are  advised  not  to 
send  samples  when  replying  to  blind 
box  ads:  we  are  not  responsible  tor 
the  recovery  of  samples. 

DEADLINE: 

Noon  Wednesday  prior  to 
Monday  issue  date 


CALL  MICHELE  GOLDEN  AT 
(646)  654-5304 


TOLL  FREE:  888  825-9149 

HAZEL  PREUSS 
(HW-EASTERN  U.S.) 

hpreuss  @  editorandpublisher.com 

MICHELE  MACMAHON 
( HW  -  CENTRAL  -f  WESTERN  U.S.) 

mmacmahon  @  editorandpublisher.com 


EDITORer 

PUBLISHER 


ANNUAl  DIRECTORIES 


Order  Your  Editions  Now! 

You’ll  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the 
Editor  &  Publisher  International  Year  Book,  the  encyclopedia  of  the  newpaper 
industry.  PART  1  provides  the  most  up-to-date  data  on  U.S.,  Canadian  and  foreign 
dailies.. .news,  picture  and  syndicated  services.. .equipment/interactive  companies 
and  more!  PART  2  covers  community,  specialty  and  free  publications.  And  PART  3 
is  a  phone  directory  of  all  the  major  players  in  both  daily  and  non-daily  papers. 

Want  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian 
markets?  Turn  to  the  Editor  &  Publisher  Market  Guide,  the  only  reference  with 
both  quantitative  and  qualitative  data,  including  cost  of  living,  crime  and  quality  of 
life  indices... graduation  levels.. .housing  and  rental  rates.. .relocation  information... 
exclusive  economic  and  demographic  projections  and  much  more! 
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-lYES!  Please  nisli  my  order  of  the  Edhor  i  PvbBsher  Intenathoal  rear  Book  m  the  format  and  version  I  hove  dnsen. 


(  )  3-Volume  Set;  S230  eoch 
(  )  Volumes  1  &  3:  $170  for  both 

(  )  Volume  1  only:  $140  eo(h 

(  )  Volume  2  only:  $1 2S  each 

(  1  Volume  3  only:  $60  eoch 

(  )  Online  version  of  the 

laternatioool  Year  Book  $895 
(Purchase  includes  Vols.  1  &  3  of 
the  printed  edition). 

For  Online  information,  coll 
1  800-336  4380  ext.  1. 
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16.  J  Individual 


JYES!  Please  rush  my  order  of  the  Edhor  £  PMsber  Market  Guide 
in  the  format  I  hove  chosen. 


)  Morket  Guide 
at  $1  SO  each 
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(PoyoUe  to  tdfar  I  PuMjAof  Yam  Baak  in  US  dolors  only. 
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OPINION 


Embed  with  the  military 


The  real  scandal  at  ‘The  New  York  Times’:  hyping  WMDs  in  Iraq 


IN  A  May  20  speech  to  graduates  of  Barnard  College, 
Nexc  York  Times  correspondent  Judith  Miller  called  upon 
the  media  and  military  to  examine  the  program  of  embed¬ 
ding  journalists  with  U.S.  troops  during  the  Iraq  war. 
“Journalists  need  to  draw  conclusions  about  whether  jour¬ 
nalistic  objectivity  was  compromised  during  the  war;  the  military 
needs  to  consider  whether  the  strain  of  taking  care  of  us,  and  pro¬ 
tecting  us,  and  giving  us  dangerous  information  was  an  undue  bur¬ 
den  on  the  militaiy.  We  all  need  to  debate  whether  the  country’s 
interests  were  best  served  by  this  arrangement.” 


Miller,  a  booster  of  the  invasion  who 
had  hvped  the  threat  of  weapons  of  mass 
destruction  (WMDs),  added:  “Were  those 
who  wanted  to  go  to  war  deceiving  them¬ 
selves  about  Saddam’s  capabilities?” 

It  was  a  remarkably  candid  —  and 
ironic  —  question. 

Even  more  serious  for  “the  newspaper  of 
record”  than  plagiarism  and  falsification 
of  facts  by  a  junior  reporter  (Jayson  Blair) 
is  a  star  reporter  embedded  with  the 
Central  Command  filing  very  shaky  stories 
that  get  by  editors  in  New  York  and 
wind  up  on  the  front  page  of  the  Times, 
purporting  to  provide  evidence  to  back 
up  the  primaiy-  reasons  given  by  the  Bush 
Administration  for  the  necessity  of 
invading  Iraq.  Talk  about  “news”  without 
a  compass! 

In  a  May  26  editorial  —  “Reviewing 
the  Intelligence  on  Iraq”  —  the  Times 
welcomed  a  CIA  post-war  review  of 
intelligence  assessments  of  WMDs  in  Iraq. 
The  failure  to  find  such  weapons  so  far 
raised  “even  dark  hints  that  the  data  may 
have  been  manipulated  to  support  a 
pre-emptive  war.” 

Was  this  editorial  —  and  another  on 
June  1  (“The  Bioweapons  Enigma”)  — 
meant  to  head  off  a  barrage  of  criticism 
aimed  at  the  newspaper’s  reports  from  the 
field  in  April  and  May?  For  the  same  spe¬ 
cific  concerns  directed  at  the  government 
must  be  raised  in  any  honest  review  of  the 
reporting  of  the  search  for  WMDs  in  Iraq 


by  the  Times'  Judith 
Miller. 

In  recent  weeks, 
compelling  accounts 
contrasting  Miller’s 
highly  influential 
Times  stories  with  far 
more  sober  (and 
credible)  accounts  by 
Barton  Gellman  in 
The  Washington  Post 
have  appeared.  Unlike  Miller’s  sources, 
Gellman’s  usually  spoke  for  attribution. 

To  explore  just  one  of  several  examples: 

On  May  11,  a  Miller  piece  strongly 
promoted  the  view  of  members  of  the 
Chemical  Biological  Intelligence  Support 
Team-Charlie,  searching  for  evidence  of 
WMDs,  who  believed  that  a  trailer  found 
in  northern  Iraq  was  a  “mobile  biological 
w’eapons  laboratoiy.” 

True  to  form.  Miller’s  militaiy  sources 

—  all  of  whom  belonged  to  the  same  team 

—  were  not  named.  The  team  leader  said 
that  this  could  be  construed  as  the  kind  of 
“smoking  gun”  that  they  were  charged 
with  finding,  “to  substantiate  the  Bush 
administration’s  allegations  that  Iraq  was 
making  biological  and  chemical  weapons.” 

On  the  same  day,  May  11,  The  Washing¬ 
ton  Post  published  a  Page  One  stoiy  by 
Gellman,  reviewing  the  work  of  the  very 
same  units  that  Miller  had  been  following: 
“The  group  directing  all  known  U.S. 
search  efforts  for  weapons  of  mass 


destniction  in  Iraq  is  winding  down 
operations  without  finding  proof  that 
President  Saddam  Hussein  kept  clandes¬ 
tine  stocks  of  outlawed  arms,  according 
to  participants.” 

Wrote  Gellman,  “Task  Force  75’s  experi¬ 
ence  and  its  impending 
dissolution  ...  square  poorly  with  asser¬ 
tions  in  Washington  that  the  search  has 
barely  begun.”  The  officer  leading  the  task 
force’s  Mobile  Exploitation  Team  Alpha, 
Army  Chief  Warrant  Officer  Richard  L. 
Gonzales,  said  in  disgust:  “Why  are  we 
doing  any  planned  targets?  Answer  me 
that.  We  know  they’re  emptv’.” 

Gellman  added  that  the  e.\pression 
“smoking  gun”  was  ”now  a  term  of  dark 
irony  here.” 

With  the  CIA  and  Congress  re-examin¬ 
ing  whether  intelligence  data  may  have 
been  “manipulated”  or  doctored  to 
support  the  war.  The  Neu'  York  Times  — 
while  investigating  the  Blair  scandal, 
and  looking  for  a  new  executive  editor  — 
should  conduct  a  critical  review  of  its 
WMD  reporting  from  the  field.  Will 
the  Times  investigate  itself  on  this  much 
bigger  scandal?  The  issue  goes  to  the  heart 
of  the  Gray  Lady’s  credibility.  (§ 

William  E.  Jaekson,  Jr.  is former  e.iecntive 
direetor  of  President  Carter’s  General 
Advisonj  Committee  on  Arms  Control 
and  a  former felhne  of the  Fnlbright 
Institute  of  International  Relations. 
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Visitors  get  insights  into  Charles  M.  Schulz’s  life  and  work 


BY  DAVE  ASTOR  f — ^ 

SANTA  ROSA,  CALIF.  I  1 

Happiness  is  a  warm  ...  Charles  M. 

Schulz  Museum  and  Research  Center.  I  , 
“We  wanted  a  homey  feel,”  said  Jeannie 
Schulz,  speaking  to  E^P  outside  the  low- 
key  building  here  that  commemorates 
her  late  husband  and  his  “Peanuts”  comic.  ^ 

Inside  the  27,384-foot  museum  are  such  things  as  a 
timeline  of  Schulz’s  life  (1922-2000),  his  childhood  glass-  il^li 
es,  a  Glerman  helmet  he  kept  as  a  World  War  II  souvenir,  his  many 
awards,  family  photos,  licensed  products,  ads  using  “Peanuts”  char¬ 
acters,  early  promotional  material  from  cartoonist  painted  for  his  daughter  Mered- 
United  Feature  SjTidicate,  pre-comic  ith.  Even  the  museum’s  bathroom  walls  fea- 

sketches,  and  a  look  at  “Peanuts”  in  differ-  ture  “Peanuts”  strips, 
ent  languages  (it’s  called  “Radishes”  in  Then  there’s  a  re-creation  of  Schulz’s 

Denmark  and  “Small  Fry”  in  Holland).  studio,  which  had  been  located  a  few 
On  the  museum’s  walls,  visitors  can  see  minutes  from  the  museum  site  when  the 
two  Yoshiteru  Otani  creations:  a  7,000-  cartoonist  was  alive.  Included  are  Schulz’s 


Jeannie  Schulz,  Snoopy,  and  the  museum 
(shown  inside  and  out).  Below,  a  “Peanuts’ 
strip  from  the  year  before  its  creator  died. 


But  exit  interviews  conducted  in  Decem¬ 
ber  by  the  museum  revealed  that  displav’s  of 
original  “Peanuts”  strips  are  the  building's 
most  popular  attraction.  “Thev’re  the  heart 
and  soul  of  the  museum,”  said  Ruth  Gard¬ 
ner  Begell,  the  museum’s  director.  “Schulz’s 
work  was  not  only  beautiful  and  funny,  but 

_  so  important 

culturally  and 

_  cross-culturally 

^  long.” 

If  I  There  are 

1  I  7,000-plus 

►  i  I  “Peanuts”  strips  in 

« :  ' — ^  the  museum’s 

y  collection,  with 

la  displav's  changing 

^ - every  three  or  four 

— months.  Also,  a 
current  e.xhibit 

shows  other  cartoonists’  tributes  to  Schulz. 

The  museum  (http://ww’w.Schulz 
Museum.org)  opened  last  August,  and  is 
now  drawing  about  5,000  visitors  a  month. 
Adding  to  that  total  on  May  25  w'ere  several 
hundred  National  Cartoonists  Societv' 
meeting  attendees,  who  traveled  to  the 
museum  from  San  Francisco  on  the 
invitation  of  Jeannie  Schulz.  11 


pound  wooden  sculpture  of  Snoopy  morph¬ 
ing  into  his  various  personas,  and  a 
17-by-22-foot  tile  mosaic  on  which  3,588 
“Peanuts”  comic  images  outline  Charlie 
Brown  trying  to  kick  that  football  held  by 
Lucy.  Upstairs,  there’s  an  entire  nursery- 
room  wall  transported  from  a  Colorado 
Springs  house  —  where  Schulz  lived  briefly 
during  the  early  1950s  —  covered  by  art  the 


drawing  board  and  desk,  as  well  as  dozens 
of  books  from  his  extensive  and  eclectic 
libraiy.  Among  the  volumes:  books  by 
cartoonists  such  as  Herblock  and  Bill 
Mauldin,  Emk  Pyle’s  War,  books  about 
religion,  books  about  golf,  biographies  of 
such  notables  as  Shakesjjeare  and  Abraham 
Lincoln,  and  novels  such  as  The  Great 
Gatsby  andiAnna  Karenina. 
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Graphic  Management  Associates,  Inc. 
2980  Avenue  B 
Bethlehem,  PA  18017 
Phone:  (610)  694-9494 
Fax:  (610)  694-0776 
www.gma.com 

GMA  serves  newspaper  packaging  and  distribu¬ 
tion  needs  with  the  industry’s  most  extensive, 
technically  advanced  and  proven  line  of  high 
speed  inserting,  conveying,  bundle-building  and 
bundle  distribution  systems,  supported  by  GMA's 
state-of-the-art  production  control  software. 


Harris  Baseview' 


Melbourne,  Florida 
(321)  242-5000  •  www.jazbox.com 

Ann  Arbor,  Michigan 
(734)  662-5800  •  www.baseview.tom 


Baseview  and  Harris  fulfill  all  your  print  and 
online  publishing  needs.  Our  new  CirculationPro 
runs  on  several  systems,  including  Macintosh  OS 
X,  Windows  and  Solaris.  Along  with  editorial, 
advertising,  produaion  and  circulation  solutions, 
we  also  offer  full-featured  Web  hosting. 


»  RouteSmart 

TECHNOLOGIES 

1-800.977.7284 

info@routesmart.com 

www.routesmart.com 


The  RouteSmart  system  automatically. . . 

•  Balances  carrier  routes 

•  Sequences  subscribers  in  delivery  order 

•  Prints  detailed  turn-by-turn  driving 
directions  for  each  carrier 

•  Integrates  with  existing  subscriber 
management  systems 

Contact  us  to  coordinate  a  demo 
with  your  route  data. 


3  Territorial  Court 
Bolingbrook,  Illinois  60440-3557 
USA 

Tel  -••1.630.755.9300 
Fax  -kI. 630.755.9301 
e-mail  -  info@gossinternational.com 
Web:  www.gossinternational.com 

Goss  International  Corporation  is  a  global  leader 
in  the  design  and  manufacture  of  advanced  tech¬ 
nology  web  offset  press  systems  for  the  newspaper 
and  commercial  printing  industries.  The  company 
supplies  a  broad  range  of  printing  press  equipment 
and  services  to  worldwide  markets 
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Doug  Gibson 
P:  937-454-3846 
F:  937-454-3843 
121  Broadway 
Dover,  NH  03801 
doug.gibson@heidelberg.com 
www.heidelberg.com 

Heidelberg  technology  makes  newspapers  more 
competitive  and  anractive  through  enhanced  print 
quality,  productivity,  targeting  and  efficiency.  A  full 
range  of  press  and  postpress  systems  is  supported 
by  expertise  in  project  management  and  integrated 
production  solutions 


The  next  Marketplace  page 
will  run  June  30th  in 
the  NEXPO  Wrap-Up  Issue. 


-  CONTACT  - 

Betsy  Maloney  (301)  656-5712 
or 

Derek  Hamilton  (312)  583-5522 
for  more  information. 


Morgan  Stout 
Ovalstrapping  Inc. 

120  55th  Street  N.E. 

Fort  Payne,  AL  35967 
(256)  845-1914 
(256)  845-1493 

Email:  info@ovalstrapping.com 
Website:  vvvvw.ovalstrapping.com 

Ovalstrapping,  pioneer  of  Servo  Controlled  strapping 
machines,  continues  to  lead  the  industry.  Fewer 
parts  and  adjustments  speeds  up  to  45  bundles 
per  minute,  and  user-friendly  operation  make  the 
Strapmaster  the  machine  for  your  mailroom. 
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3900  East  Market  Street 
York,  PA  17402-0615 
Phone:  (717)  505  1150 
Fax:  (717)  505  1161 
sales@kbapa.com 
www.kba-print.com/pa 

As  a  member  of  the  KBA  group,  KBA  North 
America  offers  a  complete  line  of  single-width 
and  double-width  flexographic  and  offset  printing 
machinery:  the  COLORMAX/II/SW  for  flexography; 
the  COLORA/PRISMA/COMMANDER  for  the 
dcxjble-width  offset;  the  CONTINENT/COMET  for 
the  single-width  applications  Shaftless  drives  and 
split-arm  reels  are  featured  as  standard. 


TKS 


Mike  Shafer 
Phone:  (972)  437-4466 
Fax:  (972)  437-5858 
sales@tkspress.com 
www.tksusa.com 
1201  Commerce  Drive 
Richardson,  TX  75081 

The  TKS  ColorTop  product  line  includes  the 
ColorTop  7000  printing  at  85,000  CPH  and  the 
ColorTop  3100  singlewide  press  which  prints 
at  51,000  CPH.  Additionally,  TKS  can  add  our 
shaftless  towers  to  your  existing  press  and 
upgrade  your  inking  system  to  Digital  Ink  Pumps. 
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Cronkite:  New  op-ed  anchor 


CBS  legend  discusses  the 
column  he’ll  write  for  King 

BY  DAVE  ASTOR 

After  more  than  six  decades  in 
journalism,  Walter  Cronkite  will 
start  his  first  syndicated  column 
in  early  August. 

Not  that  he  hadn’t  been  ^lsked  to  write 
one  before.  “I  was  doing  news  on  TV,”  the 
former  CBS  anchor  told  Ei3P.  “I  did  not 
feel  it  was  appropriate  to  do  commentary 
at  the  same  time.” 

Cronkite,  86,  also  feels  the  need  to 
write  an  opinion  column  now  because 
he’s  unhappy  with  the  Bush  administra¬ 
tion’s  foreign  and  domestic  policies.  “But 
I’m  not  exactly  pleased  with  the  Demo¬ 
crats,  either,”  he  observed.  “I’m  liberally 
inclined  but  definitely  not  partisan.” 

Why  not  express  his  views  on  TV  rather 
than  in  a  column?  Cronkite  said  he  likes 
the  flexibility  of  a  weekly  feature  that  can 
be  written  during  any  of  seven  days, 
compared  to  a  TV  spot  that  would  need 
to  be  taped  on  a  certain  day.  And,  said 
Cronkite,  “Nobody  invited  me  to  do 
commentary  for  television.” 

But  King  Features  Syndicate  invited 
Cronkite  to  do  commentary  for  newspa¬ 
pers.  Managing  Editor  Glenn  Mott 
approached  Cronkite  about  a  year  ago 
after  reading  a  New  York  Times  piece 
Cronkite  wrote  about  the  increasing 
corporatization  of  the  media.  “They 
[King]  dreamed  [the  column]  up  —  or 
maybe  it  was  a  wild  nightmare  they  were 


having,”  Cronkite  noted  wryly. 

King  isn’t  losing  sleep,  because  initial 
sales  of  the  column  are  good  —  though 
Mott  declined  to  give  an  exact  figure. 

Mott  said  Cronkite  is  still  “an  extremely 
active  and  extremely  sharp”  man  who 
never  really  retired  after  stepping  down 
as  CBS  News  anchor  in  1981.  (He  was 
succeeded  by  Dan  Rather,  who,  coinci¬ 
dentally,  also  writes  a  King  column.) 
During  the  past  22  years,  Cronkite  has 


been  a  special  corre¬ 
spondent  for  CBS 
News,  co-founded  a 
company  that  has 
produced  more  than 
60  documentaries, 
and  has  written  his 
autobiography. 

Cronkite  began  his 
Liberally  inclined  journalism  career  in 
but  nonpartisan 

the  1930s  at  newspa¬ 
pers  and  radio  stations  before  covering 
World  War  II  for  United  Press.  He  joined 
CBS  in  1950.  11 


Mark  Pett’s  syndicated  strip  was  blown  up  67,000  times  bigger  than  its  original  size. 

‘Luclty^’  large  in  Mississippi  fiiend  of  Pett’s. 

The  cartoonist  drew  a  “Lucl^  Cow” 


BY  DAVE  ASTOR 

Comics  might  be  shrinking  in 
newspapers,  but  not  at  Gentry 
High  School  in  Indianola,  Miss. 
Students  there  built  a  huge  135-by-47- 
foot  strip  that  was  displayed  June  7- 
Indianola  resident  Mark  Pett,  who 
does  “Lucky  Cow”  for  Universal  Press 
Syndicate,  approached  Gentry  art  teacher 
Sarah  Miller  about  trying  to  set  a  Guin¬ 
ness  record  for  the  world’s  largest  comic. 
The  fund-raising  idea  was  originally 


strip,  used  his  computer  to  separate  it 
into  1,508  gridded  rectangular  fragments, 
and  enlarged  each  fragment  to  a  2-by-3- 
inch  size.  On  Dollar  General-donated 
poster  board,  135  Gentry  art  students 
painted  the  pieces  to  match  the  frag¬ 
ments  and  taped  them  together. 

See  "Syndicate  World” (http://www. 
editorandpublisher.com)  for  a  longer 
version  of  this  article,  as  well  as  other 
stories  that  didn’t  make  it  into  print. 


‘Liberally  inclined’ 
but  nonpartisan 
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We  are  cooler  than  we  think 


Closing  the  generation  (and  credibility)  gap,  post-Jayson  Blair 


Recently,  I  accepted  the  position  of  managing 
editor  here  at  E^P.  Just  before  that,  I  was  fortunate 
to  have  the  eye-opening  experience  of  working  as  a 
substitute  teacher  in  Collingswood,  N  J.,  and  in  my 
hometown  of  Staten  Island,  N.Y.  If  I  once  thought 
that  nurses,  firemen  and  policemen  should  be  the  highest-paid 
professionals  in  this  country.  I’m  now  convinced  that  teachers 
should  be  added  to  this  list. 

While  I  was  substitute  teaching,  I  also  realized  how  much  kids 

still  believe  in  newspapers  —  and  that  now.  It  was  then  that  I  realized  how  impor- 
more  than  ever,  it  is  crucial  for  reporters  tant,  and  powerful,  newspapers  are  to  kids, 
and  editors  to  make  their  presence  felt  in  I  had  thought  they  had  little  regard  for 
the  classroom,  and  not  just  through  News-  new’spapers  and  anything  that  we  had  to 
paper  in  Education  (NIE)  programs.  say,  particularly  in  this  Internet  and  \ideo 

I’m  no  expert  on  the  world  of  education,  game  age.  Attention  spans  are  shorter 

but  once  I  stepped  into  the  public  school  than  ever,  making  it  increasingly  hard  for 
system,  albeit  briefly,  I  quickly  discovered  teachers  —  and  print  journalists  — 
that  a  great  many  students  are  reach  youngsters, 

learning  much  less  than  we  It’s  not  much  of  a  stretch  to 

think  they  are.  It  was  shocking.  believe  that  teens  will  alw  ays 

Many  of  my  days  were  largely  think  of  newspapers  —  despite 

spent  trying  to  discipline  ^  current  efforts  to  court  younger 

.students  who  were  pleased  to  M  readers  —  as  little  more  than  a 

see  someone  other  than  their  ^  forum  in  which  groyvn-ups 

usual  teacher  at  the  front  of  the  regularly  proyide  disinforma- 

room  —  and  equally  eager  to  •-  tion  to  each  other  and  to  young 

make  my  life  miserable,  as  I  M  people,  especially  in  light  of  the 

most  certainly  did  to  “subs”  in  Jayson  Blair  scandal  and  other 

my  youth.  But  no  matter  how'  well-known  episodes  of 

badly  behaved  or  disaffected  the  students  journalistic  yvrongdoing. 
seemed,  every  time  I  mentioned  that  I  had  But  after  the  umpteenth  episode  of  get- 
spent  years  as  a  yvriter  and  editor  at  the  ting  a  wide-eyed  look  from  kids  when  I 

Staten  Island  Advance  —  regarded  as  the  told  them  I’d  yvritten  for  the  Advance,  I 

daily  newspaper  by  residents  of  the  “forgot-  found  out  just  how'  WTong  that  assumption 
ten  borough”  —  the  chaos  subsided  and  I  might  be. 

had  the  class’  attention,  if  only  for  It  became  clear  to  me  that  newspapers 

a  few  minutes.  have  both  a  responsibility  and  an 

It  was  as  though  I  had  suddenly  become  opportunity.  We  have  a  responsibility  to 
cool,  that  because  I  was  associated  yvith  improve  education  and  awareness  of 
“the  paper,”  they  grew  interested.  The  current  events  by  remaining  dedicated 

things  I  had  to  say  carried  a  new  w'eight.  to  NIE  programs.  But  we  also  have  an 


opportunity  to  reach  young  people  by- 
showing  them  (at  an  impressionable  age) 
not  just  what  newspapers  produce,  but 
how  they  work. 

In  articles  urging  the  press  to  reform 
policies  and  our  public  image  in  the  yvake 
of  the  Blair  scandal,  many  former 
editors  and  media  critics  have  adyi.sed 
newspapers  to  offer  readers  a  clear  yiew  of 
how  they  operate  —  to  become  “transpar¬ 
ent,”  as  the  saying  goes.  In  last  week’s 
E^P,  for  example.  Bill  Kovach  adyised  that 
there  was  “only  one  way  to  fix”  our  current 
credibility  problem:  “be  open,  be  transpar¬ 
ent  and  explain  all  of  the  time  w  hat  we  do. 
We  are  in  a  world  of  interaction  right  now. 

1  don’t  knoyv  why  news  organizations  don’t 
set  up  more  mechanisms  for  the  public  to 
come  into  the  organization.” 

Obviously,  kids  are  not  going  to  come  to 
the  newspapers  —  so  the  newspapers  must 
go  to  the  kids. 

It  could  pay  oft’ big.  Contrary-  to  our  self- 
image,  journalists  (unlike  teachers)  are  of¬ 
ten  yiew-ed  by  kids  as  just  one  step 
removed  from  the  p)op-culture  media  they 
really  love:  rock  and  hip-hop  music, 
moyies,  television.  After  all,  we  write 
about  all  those  things,  sometimes  even 
meet  a  star  or  tw'o,  and  that  rubs  off 
on  us,  positively. 

Scheduling  y-isits  to  schools  would  not 
be  easily  accomplished;  every  one  knoyvs 
that  resources  are  stretched  thin  at 
neyvspapers  across  the  country-.  Some 
papers  can  barely  afford  to  send  a  bunch 
of  reporters  out  into  the  field  at  once,  w  hile 
holding  others  back  to  ansyver  those 
nagging  neyvsroom  phones.  It’s  far  too  easy 
for  us  to  get  caught  up  in  the  next  deadline 
than  it  is  to  give  this  “transparency”  idea 
some  honest  consideration. 

But  the  potential  benefits  are  real.  If  our 
youths  grow-  up  believing  they  can’t  trust 
reporters  and  editors  to  tell  the  truth  and 
resjject  their  audience,  then  yvhere  will 
readership  go  in  the  future?  Taking  time  to 
reach  out  to  young  people  and  showing 
them,  in  person,  that  we’re  not  all  a  bunch 
of  grinning  liars  is  an  investment  in  our 
future  as  a  medium. 

Who  knows  —  given  the  opportunity-, 
the  kids  just  might  learn  something,  too.  H 

Shamn  Moynihan  worked  at  the  Staten 
Island  Advance from  1989  to  2001. 
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We  couldn’t  have  said  it 
better  ourselves. 
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Listening. .  .And  Responding. 


Some  press  mcinufacturers  are  big  on  listening. 
DGM  has  not  only  been  listening-we’ve  been 
responding  for  over  30  years.  With  regular 
introduction  of  new  technology  that  puts  newspapers 
and  commercial  printers  on  the  cutting  edge  of 
make-ready  efficiency  and  productivity,  DGM 
has  a  proven  track  record  of  response  and 
commitment  to  the  printing  industry. 

From  parts  and  service  excellence  to  the  highest 
quality  U.S.  made  presses,  DGM  proves  that 
we  are  not  only  listening-but  responding. 
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